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White Cloth Side Buckle San- 
dal. McKay. White Kid Stay 
and Vamp Applique. Open 
Shank. Two and three-eighths 
inch Continental Heel. HELEN 
LAST. “Paulette” Pattern. 


The graceful charm so apparent in the styling 
throughout Friedman-Shelby’s early summer presen- 
tation foretells a successful selling season for those 


Style Number 2444 
White Cabretta Monk Oxford. ~™ 
McKay. White Mesh Cloth 
Inlay in Vamp. Side Buckle. 
Two and three-eighths inch 


dealers who select their requirements from this line. 





Continental Heel. GLENNA 
LAST. “Excella” Pattern. 


In the Friedman-Shelby line you will find a com- 
plete line-up in each of the established retail price 
groups; thus, enabling you to select your needs with- 
out the necessity of working over a number of lines. 


Smart styling together with the traditional quality 
of Friedman-Shelby shoes go for a more profitable 
operation. 


Style Number 2751 
Flowered Cloth Cross Strap. McKay. 
White Cabretta Straps and Waist 
Bar. Open Shank. Two and three- 
eighths inch Continental Heel. 
HELEN LAST. “Fairmont” Pattern. 


A letter or wine will bring salesman with complete line of samples 
FRIEDMAN-SHELBY a 


INTERNATIONAL SHOE CO. 
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*°WV E cannot continue forever to 
play Santa Claus to the public 
and shoe prices must be advanced 
to cover the higher and _ ever- 
increasing cost for which we, the 
manufacturers, are not in any way 
responsible,” declared Alfred Ma- 
rois, Quebec City, president of the 
Shoe Manufacturers’ Association of 
Canada, at the 18th annual meeting 
which was held in the Royal York 
Hotel, Toronto, last month. In- 
crease in Summer and Fall prices 





would range between 50 cents and 
a dollar a pair, he predicted. 
Present price of hides, the presi- 
dent said, represented an increase 
of about 200 per cent over the 


level of 1932; leather prices in- 
creased up to 75 per cent, but the 
price of shoes jumped only 10 
per cent as a result, he added. The 
major part of the production of 
Canadian shoe factories has in the 
past two years been sold practically 
without a profit, and much of it 
below the full production cost.” 
The president advocated closer 
cooperation between Federal and 
Provincial Governments to combat 
bankruptcy frauds and “to protect 


boot and Shoe Kecotdle 


VOICE of the TRADE 


legitimate business from the very 
heavy toll which such commercial 
piracy has been taking every year.” 
If, he said, neither the Provincial 
nor Federal Governments would 
provide necessary funds for ade- 
quate bankruptcy law enforcement, 
the present levy of one-half of one 
per cent of the amount realized for 
the assets of each estate in bank- 
ruptcy should be doubled and the 
proceeds placed at the disposal of 
the superintendent of bankruptcy. 

Alfred Marois, Quebec, was re- 
elected president of the Shoe Manu- 
facturers’ Association of Canada. 
W. H. Brimblecombe, Toronto, and 
Candide Dufresne, Montreal, were 


reelected vice-presidents. 
* * *% 


FRANK TILT, whose headquar- 
ters are in Los Angeles, says: 
“The men’s shoe business is all 
shot full of holes for this Spring. 


OW 


“T have been selling Walk-Over 
shoes here on the Pacific Coast 
for the past twenty years,” Mr. 
Tilt continued, “and I never saw 
such a swing to any one style as 
we are experiencing in the venti- 
lated patterns. Brown and white 


in the sueded leathers will be high 
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fashion. There will be plenty of 
all-white shoes sold, but many 
smart dressers will take up the 
brown and white types. I look for 
very few black and white combi- 
nations. Brown calf in the street 
shoes is selling and will continue 


to sell strong all through the 
Spring.” 
* * * 
FATHER 
[aes 





*6GOING into Boston a few days 
ago,” writes our Lynn correspon- 
dent, “I overhead a young man 
say to an older man: ‘It’s my first 
experience with a rising leather 
market.’ Isn’t it possible that there 
are also buyers of shoes, as well 
as independent retailers, who are 
having their first experience with 
a rising shoe market? 

“That’s something to think about, 
particularly for the younger mem- 
bers of the trade who happen to 
find themselves in this particular 
situation. From the long range 
point of view, we have had since 
1929 a market that has almost 
steadily declined. Now it looks as 
if we have a market that may rise 
for a prolonged period. The shoe 
merchant who has started in busi- 
ness since 1929 has before him a 












lot of problems for which he has 
no previous experience.” 

A rising market, psychologically, 
tends to breed a certain enthusiasm 
and sometimes a spirit of reck- 
lessness. When the balloon is go- 
ing up, the youngster, enjoying 
his first thrilling ascent into the 
stratosphere, may forget it’s a good 
thing to have a parachute ready. 
So if you haven’t the experience of 
those years from ’20 to ’29 as a 
background, it may not be amiss 
to take counsel with some of the 
old timers who remember how it 
happened the last time. 


* * * 


AY D. RUNKLE of Marshall 
Field & Co., says: 

“Recovery has come but the price 
problem still remains, and it is 
just as important today as it ever 
was. Few of the problems of our 
daily lives touch us so intimately 
or so forcibly. Perhaps that is 
why we are so emotional about 
prices rather than logical or rea- 
sonable. With few exceptions, we 
are ALL consumers and we are 
all producers in one way or an- 
other. Prices determine what we, 
as consumers, can afford to buy 
with our incomes and so fix our 
standards of living. Prices de- 
termine for producers the possi- 
bilities for profit or income. 

“Why prices are so important to 
all of us, is that prices seem to be 
related in some manner to periods 
of depression and prosperity. It is 
questionable if anyone knows 
enough about the true character of 
prices to say that lower prices 
cause depressions, or that higher 
prices bring back prosperity. It 
is questionable whether we know 
enough of the economics of prices 
to say which is cause and which is 
effect. But there is little question 
that during periods of inflation, 
that is during periods of rising 
prices, there is greatly accelerated 
business activity, production is 
more profitable, there is greater 
demand for labor and consequently 
there is less unemployment.” 

* * * 


A. L. POND, credit manager for 
Thalhimer 
Va., says: 

“A banker claims that moral 


Brothers, Richmond, 
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WHAT SAY YOU? 


—In these troublous days it is just 
about as easy to be a pessimist 
as it is to be an optimist. 

—1, personally, prefer to be an 
optimist. 

—lIt doesn't cost any more—and | 
sleep better. 

—And when you dig down to the 
roots of today's conditions, there 
are definite, tangible reasons for 
a wholesome outlook both as to 
the present and the future. 

—In spite of revolutions, strikes, 
floods, Mrs. Simpson and Old 
Gold Cigarette contests, business 
is really forging ahead. 

—Pent-up demand for most every- 
thing we produce from earth or 
in factory, is forcefully expressing 
itself. 

—People need more things than 
they've got. 

—And reasonably rising wages will 
enable people to buy more things 
this year than they bought last 


year. 
—So, all in all, things might be 
worse and they surely are better. 
—It's a safe bet that the pessimist 
won't get anywhere if he prac- 
tices what he thinks. 
—Whereas the optimist is bound to 
go places and do things. 


Suis 6 sf 


President 











responsibility is not as high today 
as it was prior to 1929 and gives 
as his reason for that statement the 
evidence of the gradual changing 
in the mental attitude towards bank- 
ruptcy. We know it to be true that 
the average person does not look 
upon personal bankruptcy as a per- 
sonal disgrace, although it was so 
viewed twenty years ago. Many 
people find an excuse for them- 
selves for going into bankruptcy 
due to the conditions of the past 
few years. The fact that some 
credit managers will accept such 
accounts before the old obligations 
are paid contributes to the evil in- 
stead of helping it. 












1937 





“Let the credit man insist that 
your fellow merchants be paid be- 
fore he gets on your books and he 
will realize just what bankruptcy 


means to him.” 
* * * 


THOSE new Army and Navy 
stamps start a thought or two 
about shoes. 

The army is best shod, unless 
the navy is best shod. Both have 
shoes of government standard for 
materials, makings and fittings. 
The army always wears laced high 
shoes for marching. The navy 
wears low shoes. There are rea- 
sons. The lace boots support the 
ankle of the soldier on marches, 
and protect his flesh when he has 
to tramp through the stubble and 
brambles of rough country. 


SHOES / 
wer WoT |} 


MEAN 





The sailor, if he had to wade 
ashore with a landing party, can 
kick off the low shoes quickly, 
roll up the bell bottomed trousers 
and step into the briny even if it 
is above his knees. 

Boots for the Forestry Corps 
lace up even higher than do boots 
for the army. 

The base pattern of the army 
shoe is the Blucher, and this pat- 
tern was designed, about a century 
ago, by General Blucher, who be- 
lieved that footwork had a deal 
to do with winning battles. 

Army shoes occasionally furnish 
style ideas, like those of the almost 
forgotten Wellington boots and 
Napoleon boots. But the main idea 
of Army and Navy shoes is to 
build them up to standard, and 
fit them up to standard, and in fit- 
ting army officers are skilled. 

* * #*# 


MARS. ALICE PETERSON, who 
conducts a fine retail shoe store in 
Santa Ana, Calif., believes in tak- 
ing good care of good customers. 
Says she: 

“Every retail shoe man, if he 
analyzes his good substantial trade 
very carefully, will find that he 
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makes his greatest profit from his 
steady, repeat customers. He will 
find that it is the woman from 35 
to 55 years old who regularly buys 
his better shoes month in and 


month out. These women are loyal — 


to a concern that gives them what 
they like best and in a manner 
which they consider proper. 





ATI 








“So, in spite of all this talk 
about open-toe sandals, and the 
volume of fabrics which stores hope 
to sell, I believe that the middle- 
aged women who will pay a fair 
price for her shoes will want 
closed toes and leather in her foot- 
wear. The younger women will 
buy the open toes, the fabrics and 
the like, just from the novelty 
angle. The substantial woman pays 
more money for her shoes, wears 
them longer and will want to feel 
that she is getting her money’s 
worth. When we give her a fine, 
good-fitting leather shoe then we 
have made a lasting customer.” 


* * * 


MIAURICE SPECTOR, president 
of The Blum Store in Philadelphia, 
Pa., says: 

“I do not want to underestimate 
the importance of price, for I 
realize that competition does force 
us to do certain things that we 
know are unsound. I have always 
maintained that anyone can sell 
goods cheap, but to sell goods at 
a profit is a far more difficult task. 
There are too many retailers doing 
business without profit. 

“Merchandising in a rising mar- 
ket should be no different from 
that during a steady firm market. 
The odds are in favor of the mer- 
chant. The public is well aware 
of rising prices. It does not have 
to be sold on that idea. The prob- 
fem of getting what you want will 
perhaps concern you more than 
what you will have to pay. The 
1937 goal for merchandisers should 
not be more net mark-up or concern 
over increased prices, but more 
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turnover, for after all, that is the 
problem that is uppermost in the 
minds of merchandisers. 

“We all know that when prices 
are too low there is no profit for 
anybody — manufacturer, whole- 
saler, or retailer—and the public 
is the largest loser. Higher prices 
should be passed on gradually.” 


* * * 


DANIEL EISENBERG, general 
manager, Tepper Brothers, Plain- 
field, N. J., says: 

“Business has a function as well 
as a motive. The motive is profit, 
of course, and the function is to 
serve. A better profit comes through 
a more efficient organization and 
an efficient organization can come 
through better training and educa- 
tion of personnel.” 

* * * 


ZEBRA leather is newly mentioned 
in foreign fashion reports, the 
skins being obtained from the 
zebras of Africa, and there is do- 
mestié news that the tannages of 
lizard, alligator, snakes and other 
reptiles have been so improved as 
to bring that leather into new 
repute. 
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Yet there’s some rumor that so 
many of the reptiles were slaught- 
ered, during the recent period 
when every lady had at least one 
pair of reptile shoes, that supplies 
of skins will be limited until na- 
ture raises more reptiles. 

Camel skins were tried a few 
years ago by a Peabody tanner, 
and he found that leather of this 
sort was most all legs. If a stream- 
line camel were raised, camel hide 
leather might be made. 

The production of shark skin 
leather goes on apace, the shoe 
trade using no small quantity of 
it for tipping juvenile shoes. An 
occasional report comes of new 
leathers of fish skin, and it may 
be that, as the herds of cattle, and 
flocks of sheep and goats diminish, 
and horses vanish before the auto- 
mobile, tanners will have to use 
more pelts from the sea. 














"I believe I'll go out and get a sandwich, Daphne. I'll be back in about an hour.” 





















YOU open the morning mail. Out of the first letter 
flutters a check. It’s for $6.00, signed by Livinna 
Littletown. “Send me a black kid Junia, size 6 AA,” 
she writes. 

No expense to that sale! It’s all velvet! That’s what 
we need in the shoe business, more velvet. 

You turn to your head clerk. “Let’s get out a cheap 
catalog and go after this mail order business. All 
we'll have to do is fill the orders in our spare time. 
It'll be all velvet!” 

But will it? 

I have before me, in addition to my trusty little 
black book, letters from a number of shoe dealers, 
some of whom go after mail orders aggressively and 
others who merely accept passively whatever mail 
orders chance to come in. What say they? 

The exclusive shoe stores which issue regular cata- 
logs agree pretty well that it is difficult, if not im- 
possible, to make any money directly on this mail 
order business. 

But do any of them intend to quit issuing catalogs? 
Not on your life! 

In general, these stores are located in good-sized 
cities. Their catalogs cover a range of at least 300 
miles and their mailing lists are built up over a period 
of time with customers of the “better” type. These are 
people whose wants cannot be satisfied from small 







BOOT AND SHOE RECORDER, March 20, 1937 





MAIL ORDERS 


“No expense to that sale,” 


you ex- 
claim with satisfaction. “It’s all velvet.” 
But is it? Don’t be too sure until you 


know whether the shoes will stay sold. 





town stocks because of the necessary limitations as to 
styles, grades, sizes, etc. They look to the big city for 
their shoes. 

Then too, every small town has a good number of 
people who could be fitted and pleased in their local 
stores, but who nevertheless prefer to buy in the big 
city just to have something “different.” 

It follows that most of these customers on the mail- 
ing lists are those who are financially able to make 
periodic trips to the big city. Their names were 
originally secured over the fitting stool. 


THE main object in issuing a catalog is not so much 
to make immediate sales as to keep up a contact with 
these people so they and their friends will come in to 
buy shoes when they come to the city. 

Coming to the city, you know, is much easier than 
it used to be.,So important has this out-of-town trade 
become that I°venture the statement that not a single 
large shoe store in the country could exist without its 
out-of-town trade. Therefore, stark necessity compels 
them to go after this business. 

Why is it difficult to make money directly on mail 
orders? Returns, of course, is the big reason. There 
is no use hiding the fact that returns run over 50 per 
cent of the sales. That means charging, crediting, re- 
boxing, putting in stock, writing a letter when the shoes 
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—AN EXPENSIVE LUXURY? 


go out and another when they come back. And it 
seems the boy is continually being sent out for $5 
worth ‘of stamps. 

The. returned shoes are always mussed up, some- 
times damaged—but what can you say to the cus- 
tomer? They have been out of stock from ten days 
to three weeks, frequently coming back just after the 
demand for that style has ceased. In the mean time a 
sale has been lost. 

In staple shoes it frequently happens that an odd 
size is sent out on a mail order and another is re- 
ordered from the factory. This, too, is sent out and 
_ another ordered. Three days later both pairs come 
back and there are three pairs of that odd size in stock 
instead of one. 

By the way, I have often noticed that whenever an 
odd pair of some very desirable style turns up in the 
odds and ends at clearance sale time, it always bears 
marks of having been sold and returned. -Often the 
customer who had it out now comes back to buy it at 
a reduced price. 

And letters. We always think of a letter as costing 
three cents. No letter costs less than 15 cents to write. 
The average will run around 35 cents and on up, if 
you consider the time consumed. True, you would 
spend the “time” anyway, but good business demands 
that your time should be charged where it is spent. 
Mail order time should be charged to mail order sales. 

The filling of mail orders cannot be left to just 
“anybody.” The letters come largely from people 
who are hard to fit and hard to please—that is why 
they are not buying at home. Their complaints are 
difficult to answer, too. The answers must be written 
carefully. 


HIOWEVER, my correspondents all agree they do 
make a profit on mail orders which result from the daily 
newspaper ads. The size is usually on hand, so the cus- 
tomer gets exactly what she expected—which is too 
seldom the case with orders from a catalog. Christmas 
folders usually pay well, too. 

One high-class women’s specialty store absolutely 
refuses to send shoes on mail orders except where a 


specific style is ordered. No “approvals” are sent— . 


and this rule applies to all other departments in the 
store as well. In this store, shoes “on sale” are never 
sent on mail orders. Some other stores encourage 
such orders. 

All other stores contacted hold “approvals” down 
to two pairs. One store reports that when several pairs 


F itting problems and returns are the big 
reasons that make it difficult, if not im- 
possible, for shoe stores to make worth- 
while profits selling by mail. Nevertheless, 
large shoe stores that issue catalogs find 
them very helpful in keeping up a contact 
with out-of-town customers, so that they 
will come in person and buy shoes. There 
are two sides to this mail order story. 


are requested, only one pair is sent (the one they think 
most likely to suit) and other styles are described in 
their letter. © 

Now let’s review some of the difficulties connected 
with a retail shoe store catalog. Of course, all these 
remarks refer only to shoe stores or shoe departments, 
not to regular mail order houses. They have their 
troubles, too. 

Suppose a Spring catalog is scheduled to go out 
March 1. All cuts and copy will have to be complete 
by the middle of February. By the time the catalog 
reaches the customer, one-third of the styles shown will 
already be pretty well broken in sizes, and another 
third will not have arrived yet. Some of them, the 
whites, for instance, may not even be ordered yet. 

The difficulty is that Spring shoes are never “all in.” 
They keep coming in; they keep closing out. The 
catalog is both out of date and ahead of date the 
minute it is in the mails. 

Cuts are hard to get ahead of time, as everyone 
knows who has tried. No one can predict which styles 
will be sold out almost as soon as they arrive. The 
styles which sell fast in the store are the ones most 
frequently ordered from the catalog. Consequently 
the store is least likely to be able to fill orders on 
them. 


IT is safe to say the exact style and size ordered 
cannot be sent in more than one out of five orders. 
On the other four it is a matter of substituting, letter 
writing, sending out, taking back and finally refund- 
ing—and the customer cannot see why we catalog a 
shoe and then don’t have her size. We have trouble 
enough fitting feet when we can get our hands on 
them. How much harder it is by the absent treatment! 

[TURN TO PAGE 34, PLEASE] 





SHOES 
That Mean 
BUSINESS 


Two important walking shoes. Shoecraft’s model, 
the “Sweet Adeline” sports shoe (top) in calf or 
reverse calf is played across the board in many 
colors and features an unvarnished built-up 
leather heel, inspired by a Swedish peasant shoe. 
The kid oxford trimmed with patent is one of the 
new “Bramley” models at Franklin Simon. This 


combination of leathers is a new note. 


Below—Typical of the low cut, trimmed pumps 

that are selling surprisingly well is this model 

from Frank’s Sophistocrat Shop, shown in Malaga, 
their version of light wine red. 








THE shoes shown on these pages, different as they 
are, have one common denominator. They are all best 
sellers. From the run-about sports shoe to the open 
toe sandal, they all serve their purpose so well that 
New York shoe retailers have bought them in quan- 
tity and are selling them in volume. 

High front step-ins, notably in gabardine with 
patent or calf trim, score as the important pre-Easter 
street shoes. 

The use of various elastic and Lastex meshes is a 
feature of many of these step-ins, used both for trim- 
ming and to give a glove-like line with an open airy 
effect. Sharing the honors with the step-ins is the 
cross strap, usually emphasized in the dressier type 
of shoe, but also appearing in many street models. This 
type of pattern lends itself particularly well to two 
and three-color shoes. Slaters have a dress model 
called “Bands of Charm” that they play across the 
board in fifteen different combinations of color and 
material. 





While the high instep line is, without question, the 
dominant one, at the same time the majority of stores 
report an excellent response to low-cut trimmed pumps. 

Many of their customers, they tell us, particularly 
the younger ones, welcome this change from the sil- 
houette worn all Winter and are buying pumps to 
wear with Easter suits. And many of these pumps, 
they believe, will be bought as a second pair of shoes, 
by the woman who has already selected a high front 
shoe in the early season. 


The classic one strap, so important in comfort 
types, is styled up to the airy, lighter look of this 
Spring in this model from Coward. 











In New York Stores 


Highlights of Early Spring Selling 


Shown above are two of the best selling, high cut 

step-ins on Fifth Avenue. The Walk-Over model 

is in gabardine trimmed with patent; the J. & J. 

Slater shoe (top) with its unusual, off-side, wing 
design is trimmed with calf. 


Below—An all-over perforated, open toe from 

I. Miller. Sold several ways and particularly out- 

standing in patent. This leather is outstanding in 

style shoes of the dressier type, also in plain 
opera pumps. 





The wave of black has reached its crest, with other 
colors now challenging the 65 per cent to 75 per cent 
majority that black has held for the past month. 

Blue in calf, kid and fabrics, is coming up to meet 
black and is expected to run about equal to black in 
the next six weeks, each accounting for between 35 
to 40 per cent of total sales. 

Almost every style shoe store has some version of 
light wine red or terra cotta, taking their cue from 
Carnelian or Red Earth. Stores that have promoted 
these shades most actively report that they are selling 
just about even with blue. These merchants will play 
blues considerably less heavily than last year because 
of the success of these novelty colors. 














By RUTH HARRINGTON 


Gray, in these metropolitan stores, has not proved 
as important as was anticipated. Brown is selling to a 
limited degree for staple shoes and in style shoes to 
wear with beige. But Carnelian or Red Earth, together 
with black, are the colors that have and will be most 
prominently featured to wear with beige outfits. 

As yet no demand for beige shoes has become evi- 
dent. With the exception of a few sports types trimmed 
with brown or rust, beige has not been bought for 
pre-Easter selling. As a Summer possibility, however, 
it is something to be watched. 

Open toes are selling actively in the dressier type 
of shoe in all but the most conservative stores. . . . 
Very small toe openings are the general rule. I. Miller 
has christened them “Tipped toes” to distinguish them 
from the wide-open toes of other seasons. 

There is considerable discussion now going on as to 
what the reaction will be to open toes later on in the 
season when women have had a chance to try them out. 

Many merchants feel that open toes worn too gen- 
erally will cramp women’s feet and cause callouses on 
the toes. 

The new small openings are, as a matter of fact, 
much more likely to have this effect than the wider 
openings. To confine the buying and selling of open 
toe shoes to the dressier types that will not be worn for 
active walking seems good sense and good merchan- 
dising. 





COMMENTATOR: In preface to the next customer 
and the professional skill of the salesman, I wish to 
say that this lady has her place of business. She 
stands on her feet most of the day, and she does have 
an affection for smart shoes. So there is the dual prob- 
lem of fitting her for her eye as well as for her feet. 
I leave it to Mr. Faflik to demonstrate how he would 
handle this problem and make the sale. 


~ 
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PROLOGUE: 


Our customer, in this third forum meet- 
ing, is an alert business woman who owns 
her own dress shop and must by the 
nature of her work stand on her feet 
most of the day—nevertheless she has 
definite desires. for high style footwear 
and seems reluctant to go “orthopedic,” 
though everything points to such a need. 
The problem of “fast styling” with “sup- 
port-fitting” is the key to the following 
dialogue. Clarence R. Faflik of Cleve- 
land at the fitting stool. 


MR. FAFLIK (The Salesman): May I ask your 
name, please? 

CUSTOMER: Miss O’Hara. 

SALESMAN: Are you on your feet constantly, Miss 
O’Hara? 

CUSTOMER: All day long. 

SALESMAN: And you have been having some foot 
trouble, have you? 
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CUSTOMER: Yes. 

SALESMAN: Your feet pain and ache and burn? 

CUSTOMER: Often they do, yes. 

SALESMAN: Well now, you seem to have a pretty 
good foot, rather a lovely foot, I would say. 

(Aside: Miss O’Hara says she has heard that 
before! ) 

But may I tell you, Miss O’Hara, that this foot is 
really a beautiful structure and if I may impose upon 
you, I’d like to tell you something about it. 

You know, there is a reason why you are having 
foot trouble and there is a reason why your foot is in 
this particular condition. I think that when you under- 
stand it, you will be very, very appreciative of the 
thing that we are going to attempt to do for you. 

You know, most times you ladies think that when 
we discuss shoes that are suitable for walking and 
standing, that usually they have to be old ladies’ shoes, 
but that isn’t true. We are going to attempt to fit you 
in a good, sound, sensible foundation and then we are 
going to make them as beautiful as we possibly can 
because we have learned in the past few years that we 
can make not only practical shoes, but we can make 
them very beautiful, too. 

Now may I have your other foot, please? 


You know, Miss O’Hara, one of the most com- 
mon causes of foot troubles, very often attributed 
to shoes, is wearing short stockings? May.I sug- 
gest to you that you wear your stockings just a 
little longer? Your feet will be so much more 
comfortable! 


I see, Miss O’Hara, that you have a plaster here on 
your foot. Why do you have that plaster there, may 
I ask? 

CUSTOMER: I have a corn. 

SALESMAN: Oh, you have a corn on your foot! 
Well now, you know we live by the law of compensa- 
tion, Miss O’Hara. For every action there is a reaction 
and, of course, there must be a reason and cause for 
that corn, so let us examine your shoes and let’s see 
what is causing that corn. 

Perhaps we had better put your shoes on before | 
attempt to measure your foot and let us X-ray your 
feet and see just how they look in these shoes. 

We feel that it is very important that before we begin 
to do a certain job we must know what your feet are 
doing and know what condition exists before we 
attempt to analyze the cause of that particular con- 
dition. 

Miss O’Hara, if you will just look down here, this 
is a fluoroscopic X-ray, one of the added services and 







“The EYE Too. Must Be Fitted” 


Third of a series of dramatized selling events 
as originally staged at the National Shoe Fair 
for the purpose of studying the consumer and 


technique of the salesman in action. 


features that we have in our store. Now you see, Miss 
O’Hara, just what is causing that pressure on your 
toe. You see how the shape of this shoe is causing a 
very definite and pronounced pressure on your little 
toe and thereby resulting, of course, in that corn and 
that callus that you have on top of the toe. 

What we are going to attempt to do is to give you a 
shoe just as beautiful, just as nice-looking, but one 
that is a little more practical and one that conforms to 
the shape of your foot. 

Now you see we have found the cause of that corn, 
so let us attempt then to get the correct size. 

. . » Measures customer’s foot while seated, both 
for length and width. . . 

Now will you stand, please, Miss O'Hara? Put your 
full weight on your feet, please, and bring your right 
foot forward. 

. . - Measures customer’s foot while standing. . . 

May I have the other foot, please? 

. . . Measures left foot, for length and width. . . 

CUSTOMER: One shoe seems tighter than the other! 


SALESMAN: In measuring most feet we find 
that they do measure differently in a relaxed and 
extended position. When most people stand on 
their feet, usually there is a size to a size and a 
half difference. That is why we measure your 


feet both while standing and while sitting. 


Too, I find in your feet, Miss O’Hara, that the rea- 
son that you are having that corn and developing this 
pronounced condition here (referring to great toe 
joint) on the top of the great toe joint is because of 
the fact that your feet are slightly out of balance and 
again that law of compensation asserts itself. Nature 
is a very kind and gracious mistress. She always ad- 
justs herself to various changes and conditions that 
may exist in your feet or in your body so that when 
you wear a shoe of higher heel height there must be 
a natural shortening or contraction of the muscle. 

Think of what a marvelous thing Nature is—how 

[TURN TO PAGE 52, PLEASE] 

















When Park-Brannock Co. opened 
their new store, they asked the public 
to write its impressions and most of 
the letters used that word. Photo- 
graphs on these pages show how apt 
was the description. 






Illustration at the top of this page shows spacious 
second floor of new Park-Brannock shoe store in 
Syracuse, N. Y., devoted to five special departments; 
at the right is the main floor showing women’s shoe 
department and large hosiery section; below, the mod- 
ern store front and entrance with display windows. 


The Customers Called It 









AND SHOE RECORDER, March 20, 1937 







“BEAUTIFUL” 




















WITH its modern appointments, its 
streamlined furnishings, its atmosphere 
of style and luxury, the new store of 
the Park-Brannock Co., which was 
formally opened to the buying public 
of Syracuse, N. Y., the latter part of 
February, may be described without the 
least fear of exaggeration as one of the 
most attractive and best equipped retail 
shoe stores to be found anywhere in the 
East—possibly in the entire United 
States. So if first impressions- mean 
anything in the business of selling shoes 
at retail—as they undoubtedly do in 
these days of keen competition for 
trade—the continued success of the 
Park-Brannock Co. in this new store is 
already an assured and accomplished 
fact. 

Established in 1906 by Otis C. Bran- 
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8OOT AND 


nock and Ernest N. Park, who continue to serve as 
president and treasurer of the company respectively, 
the growth of the Park-Brannock Co. has been synon- 
ymous with the business and industrial growth of the 
city and territory the company serves. In all of its 
advertising the store is described by the company as 
“Central New York’s Great Department Shoe Store,” 
and the description is one that fits the present store 
as aptly as any phrase that one could think of. 

But it is not so much what this particular writer 
thinks, of course, or what some shoe man may think, 
but it’s what the customers of this store may think that 
counts. And this the Park-Brannock Co. determined 
quite effectively by conducting an interesting contest 
during the three days when the store had its formal 
opening, by giving away seven pairs of men’s and 
women’s shoes each of these three days to those cus- 
tomers who wrote in a single brief sentence the most 
interesting “first impressions” of this new store. Many 
hundreds of these were received, and forty-one of them 
were reproduced by the store management in a large 
advertisement in the Syracuse newspapers the Sunday 
following the store’s opening. Excerpts from a few of 
the best of these “first impressions” will not come 
amiss, so well and so accurately do they describe the 
new store. 


66 WAS struck by the beauty, spaciousness and dig- 
nity of the store,” one customer wrote. “A symphony 
of beauty, service and courtesy,” wrote still another, 
while a third said that she found the new store “Breath- 
takingly beautiful.” One lady waxed a little poetic and 
aptly described the store as “Beautiful, spacious, con- 
venient and neat; as kind to the eyes as your shoes to 
the feet.” A well-known business man of Syracuse 
wrote: “I can imagine no finer retail shoe store any- 
where in the world—for in every department Park- 
Brannock is the very essence of smartness, dependa- 


Main floor women’s shoe department of Park-Brannock Co., looking toward the front from rear. 


retailing at from $5.50 to $14.75 are sold. 
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Here women’s shoes 








bility and service.” And a woman wrote to the effect 
that “I thought I was in New York on Fifth Avenue 


when I entered the Park-Brannock new store.” 


THE exterior of the store is equally as attractive as 
the interior, presenting, indeed, so striking an appear- 
ance that it cannot fail to attract the attention of a 
majority of the passersby. It is a three-story building 
located in the heart of the downtown shopping district 
of Syracuse at 427 South Salina St., and is entirely 
occupied by the Park-Brannock Co. with the exception 
of two adjacent shops on the Salina Street level. The 
color tones used for the Park-Brannock front are light 
brown and silver, with curved display windows that 
are very effective with their white background, as can 
readily be seen from the photograph reproduced in 
connection with this article. 

[TURN TO PAGE 34, PLEASE] 


Below is a view of the “shipshape” men’s shoe de- 

partment in the basement of Park-Brannock store. 

Round porthole display cases contribute much to the 
marine atmosphere of this department. 
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She Edlilors 


Will Prices Jump Up. or Stagger? 


WHAT a short time it is from poverty to prosperity, 
depression to expression, tears to fears, low prices to 
high—all within a relatively few months from low 
tide to high tide in American business life. The whole 
world is cock-eyed on the subject of prices for all 
sorts of abundant things—because much of the eco- 
nomic world is under the control of dictators or dicta- 
torial systems. In preparation for wars which no- 
body wants, all nations are spending billions for arma- 
ment, and the result is impoverishment and reduced 
standards of living to millions who might be made 
happier by the modern abundance of nature and 
manufacture. 

Prices the world over go higher because that seems 
to be the only opium left to deaden the sense of un- 
reality. In America we ride with the wind—HIGHER 
PRICES, though unsound, in the light of the fact that 
one-third of the population lives close to bare subsis- 
tence and the fear of unemployment. Yet higher prices 
fall upon all. 

Cotton is higher, though it cannot be exported be- 
cause other nations cannot pay for it at our prices. 
Steel is so high that other nations can put rails down 
in Pittsburgh at a price lower than we can make—and 
so it goes in all other abundant materials and manu- 
facturables. 

Except in hides and skins alone, for of all the 
raw commodities these are subject to reverse 
economics. Europe is paying more than we are 
for weights and stock suitable for war purposes. 
For leather is not abundant, as it comes only as 
a by-product of meat and cannot be increased by 
plow, spade or machine. It is one of the few 
measurable commodities in a world of immea- 
surable dimensions in products of the farm and 
mine and mass production. 

Higher prices may be entirely unsound in other com- 
modities, but in hides and skins and leather the prices 
are checked by “what the consumer will pay.” Yet 
it is obvious that leather will rise and it may show a 
surprising increase, for it is one product whose short- 
age cannot be filled quickly. It has to be grown on 
the backs of animals, and they are only raised and 
marketed when the meat is needed. 

Labor pressure is never mild nor reasonable. It 
does not wait for the end of the season so that it can 
be added to the cost on the next season’s specifications. 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Already the C.I.0. has forced 15 per cent wage in- 
creases in New England on production now in the 
works and on which all profits will be wiped out, for 
manufacturers put no margin for the unexpected in the 
prices asked last December and January. In all prob- 
ability the same wage increase on shoes will sweep 
the nation. 

The C.1.0., vertical labor union of all employees in 
an industry is a subtle structure, for it flatters the 
majority of unskilled by. elevating them to the status 
of the skilled. The few skilled may object and prefer 
the craft union, but are swept aside by the multitude 
lifted by their boot-straps into a bargaining position. 
Why should the sweeper and the porter and the un- 
skilled be lifted to the same level as the trained, edu- 
cated and efficient? 

The five-dollar day, forty-hour week, if established 
in the majority of industries will have a possibility in 
shoes notwithstanding the fact that real skilled 
workers are worth more and unskilled less. — 

We are, perhaps, rushing down the line of vertical 
industrial consciousness whereby all branches of any 
industry will work and fight for their larger share of 
the public dollar. The shoe industry will be forced to 
sell the worth of its own wares and tell the public 
that in shoes there is more intrinsic worth in ratio to 
the dollar spent than in almost any commodity manu- 
factured and sold in America. 

Some 1,350,000 persons come into the shoe stores 
of this country every day in the year with the exception 
of Sundays and holidays. Every hundred days, ap- 
proximately, these persons come in for another pair. 
They should be told in no uncertain terms the values 
that they receive in leather, in fashion, and in fitting ser- 
vice, and the sooner we start telling them the better 
the chances for the inevitable higher prices. 

The next ten weeks are crucial weeks in the shoe 
industry. The industry would like to know definitely 


what it has to pay for labor in the shoes to be made - 


up for the next season. It acknowledges the necessity 
for paying more for materials, and yet it does not 
want the ratio of labor, material and overhead to be 

[TURN TO PAGE 38, PLEASE] 
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, Wear 
‘FasterSa 


America’s Fastest- 


Selling Sole 

















OU know the sales importance of long wear 
in children’s shoes, walking shoes and work 









shoes. You know that most people judge the whole 
value of such shoes largely by the life cof the soles. 











So, just ‘about the best way::to speed up your sales is to offer 
these shoes with Goodyear, Wingfoot Soles—because no sole ever 





built can outwear the easy-walking, sure-footed, waterproof 


Goodyear Wingfoot. 


In addition, such shoes have the added sales appeal of customer 
preference for “the greatest name in rubber.” 








MORE PEOPLE WALK ON GOODYEAR WINGFOOT SOLES AND HEELS THAN ON ANY OTHER KIND 
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THE 
ILLUSION 
SANDAL 









winglike bine {lluson mounis 
the instep, sheaches the from of 
S the foot, and curves delicacely 





BOOT AND SHOE RECORDER, March 20, 1937 


Spring Ads 
Glorify 
New Shoes 


With the Approach of Easter, Stores Use 
Larger Space to Illustrate and Describe the 


Season’s Newest Fashion Creations 


Left: Comprehensive 
showing of Spring styles in 
a full page advertisement 
used early in March by 
Dalsimer of Philadelphia. 
Twenty shoes were illus- 
trated in half tone and 
described briefly, with 





awiy © nothing a the heel pees 





A finely bred shoe, Ulusion is Teen etree Pom Bern ath rey moet enh, ma Se 


prices, in the copy below. 








available in 2 variety of mace A --s we hapa 








tials for evening and daytime, 








resort ind town Fourth Floor. 





Announced to the public by Saks 3 
Fifth Avenue in New York papers 
of Sunday, March 7th, three weeks J 


before Easter, the above sandal pat- 
tern is one of thé interesting innova- 


is an unusual treatment, expressing 


left, was used by Wether- 
by-Kayser, Los Angeles, to 


: feature five new open toe 
models, illustrated in line 


with Ben Day back- 

j 5 grounds. The ad by Kline 
of Kansas City, is a strik- 

ing Spring shoe announce- 


“Cutaway” advertisement, 
Z illustrated at the lower 


tions of the season. The crayon | or yf 
drawing of figure in the background 4 “a ment covering three lines 


the spirit of the fashion, rather than a 
a definite costume tie-up. Copy 

carried a brief description of the ' 

shoe and materials in which it is | 

offered; also states that it is made 


3 A featured in this store’s 
7 | , fourth floor shoe salon. 





by LaValle exclusively for Saks | soe 






































Fifth Avenue. = 
= 




















| 
| 
| Dalsimer - :21: crcstnet street 








WITH Easter scarcely a week away, Spring shoe ads, filling 
the pages of newspapers in all sections of the country, an- 
nounce the arrival of a new shoe season with an amazing 
array of new styles embracing a great variety of patterns, 
materials and colors. Many of this season’s pattern creations 
are quite original and daring, marking a definite departure 
from the recent past and marking the advent of a period when 
designers, apparently, are exercising a greater freedom in 
fashion origination. 

Greater variety in shoe fashions gives a wider opportunity 
to merchants and advertising writers to create layouts and 
illustrative effects that are novel and different. They are 
making the most of that opportunity this Spring and seldom, 
if ever, has shoe advertising been more interesting or attrac- 
tive. To give an idea of the number and variety of interesting 
shoes offered by retailers, the stores are making use of larger 
space ads than usual and quite a number of full pages have 

[TURN TO PAGE 32, PLEASE] 









sce 
& y% 8 ga 
Feet-Try Rhythm S24 


R fe h: 


ae 


af 


- Cae Ho 

















BOOT AND SHOE RECORDER, March 20, 1937 Page 25 


BRANDING 


YOUR SHOES % 






Pray, } 
Play / 


ie; i Y 


Down Texas way—where a big bunch of the cow and call hides come from—we brand 
your shoes while they're still on the hoof. A brand down here means somethin’. It's a 
man’s mark—a mark he’s plenty proud of. That's the way us Justin Boys feel about the 
“Justin Brand.” We're proud of it ‘cause it means Quality in men’s footwear—Cowboy, 
Lace and Riding Boots came first. Now we put our Justin Brand on two fine lines of Dress 
Shoes for Men. The Easy Walker is a moderate priced shoe... The Justin Shoe is higher 
quality. If you are looking for shoes that'll make for you a bunch of life long friends and 
customers—just write to us. We just got out a new catalog that's real pretty. 


“STANDARD OF THE 


WEST SINCE 1879” H. J. JUSTIN & SONS, INC., FORT WORTH, TEXAS 
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Last Call 
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For Foot Health Week 


AANY shoe merchant who neglects to take an active 
part in making National Foot Health Week an impor- 
tant event in his community is only depriving himself 
of the benefits of a valuable sales promotion and pub- 
licity asset. Five or six years ago he might have con- 
sidered that he was pioneering if he lent his coopera- 
tion to this movement. But today the ever-increasing 
interest and attention given to Foot Health places 
the retailer in an entirely different position. 

Then we said—Foot Health interest is coming, and 
wise merchants will take their rightful positions as 
leaders of the parade. They will not wait for outside 
opinion (adverse or otherwise) to take the leadership, 
with shoe men falling in line simply because they are 
forced to. 

What has happened since is a matter of record, with 
plenty of recognition for the shoe stores that have been 
in the vanguard of the advance. 

True, there have been, and probably always will 
be, those who seek to capitalize on the event without 
deserving to do so. They don’t get far. The minute 
a customer discovers that they fail to do or know their 
job, the boomerang comes back with a wallop. The 
responsible stores doing a real fitting job gain at the 
expense of the would-be chiseler. 

But these are few, and fewer now than formerly. 
Today’s roster of participants in Foot Health Week 
reads like an honor roll of shoe retailing. 


ANY store that qualifies should be proud that it can 
be numbered among this group of stores. To deserve 
to be associated with them in National Foot Health 
Week promotion, and not participate, is unfair to 
yourself. 

The measure of popularity of an idea, or a custom, 
can be found in our press and periodicals. A previous 
article listed a number of articles on foot care by 
feature writers in the New York newspapers. Probably 
there were many more than those listed, because the 
writer made no special effort to follow up all the 
papers all the time. Many of those articles were syndi- 
cated—and read in many localities. Other writers in 
other cities contributed to the lineage given Foot 
Health in the press. 

Here’s a list of the titles found by this writer as 
appearing in magazines having national circulation. 


By R. E. ANDRUSS 


They cover a period of less than a year and a half and 
the majority of them appeared in 1936. It is too early 
for a 1937 check up. Here is the list: 

“Flexible Feet,” Good Housekeeping—September, 
1936. 

“No Foot Faults For Baby,” Pictorial Review, 
August, 1936. 

“On Your Toes,” Delineator, August, 1936. 

“Growing Feet Need Special Care,” Parents Maga- 
zine, March, 1936. 

“How to Have Healthy Feet,” Good Housekeeping, 
March, 1936. 

“Shoes for the Barefoot Boy,” Review of Reviews, 
June, 1936. 

“Toe in, Toe out,” Scientific American, February, 
1936. 

“What About Your Child’s Feet,” Hygeia, October, 
1936. 

“Walking on Air,” Christian Science Monthly, Febru- 
ary 26, 1936. 

“Lowdown on Heels,” Collier’s, November 9, 1936. 

“On the Feet of Little Children,” Hygeia, August, 
1935. 

There were probably more articles than those listed, 
but they show a definite, increasing public interest in 
the subject of Foot Health and Foot Care. Remember, 
please, that all this interest has grown up outside the 
industry, and only partially covers one branch of 
public contact. 


EDITORS must sense and keep pace with trends. That 
there should be ever-increasing attention given the sub- 
ject of Foot Health by press and periodicals is sig- 
nificant. 

In four previous issues, BooT AND SHOE RECORDER 
has given definite, practical suggestions for Foot 
Health Week promotion, by cooperating groups, and 
individual stores. Turn to the issues of Jan. 23, Jan. 30, 
Feb. 13 and March 6 for ideas covering newspaper and 
direct mail publicity, window and interior displays, 
radio talks and personal appearances, contests and 
clinics. 

[TURN TO PAGE+34, PLEASE] 


Don’t F orget You’ve Got a Date March 29—April 3 
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Give your customers the comfort of 


| ) 







Specify the... 
NEW BUILT-UP 


HEEL EFFECTS 
im SCUFFLESS HEELS 







APPEARANCE 








LIGHTNESS. One of these shoes was made up APPEARANCE. Exact photographic reproduc- 
with a leather heel; the other is a wood block tion of finest built-up leather heels. Surface em- 
covered with this new material. A full ounce of bossed, giving feeling and texture of leather. 
unnecessary weight was saved—1214% of the One of these shoes has a leather heel; the other 
total weight of the shoe. —“Pyraheel.” Notice how closely they match. 


ADDITIONAL ADVANTAGES OU PONT 


REG. U. 5. PAT. OFF. 


Comfort—After fit, lightness is the first factor in shoe comfort. Women 


find shoes with these weight-saving heels more comfortable to wear 
and walk in. o 


. No checking, cracking, splitting—Neither moisture nor dryness 


aie Bljiieaeteg win -n HEEL EFFECTS 


Uniform, longer-lasting finish—These new heels have just the 
right degree of finish—and they keep that finish. Heels match per- 


fectly; stay new-looking much longer because they're scuffless. 


@ Seen de SCUFFLESS “PYRAHEEL’ 


Scuffless—Like all “Pyraheel” coverings, the built-up heel effects E. 1. DU PONT DE NEMOURS & COMPANY, INC. 
are scuffless, a valuable and popular sales point. Plastics Department, Industrial Division 
In all sizes for all types of heels. Send for a sample. Arlington, New Jersey 
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“PAIRAGE PLAN” Keeps Stock Tuned 


By GEORGE SCHWAB 
Manager Harold’s Boot Shop, Westwood Village, Calif. 


@PERATING a women’s shoe store in a good neigh- 


borhood locality presents merchandising problems not 
encountered in either the large city or small city stores. 
Here we do not get the flow of traffic that even the 
smaller cities enjoy, for the people who make up our 
customers and prospective customers are not given to 
walking around the business section a great deal. 

In a large measure their shoe wants are determined 
by the Los Angeles newspapers and their own ideas of 
good taste. It therefore follows that we must have a 
relatively comprehensive selection of salable shoes at 
all times. In a high class neighborhood such as ours, 
people do not do much window shopping. Then there 
is no evening parade to the movies or the theaters. 

It sounds trite because it has been said so many 
times before, but our only hope of doing a successful 
business is to have such shoes as the people want, when 
they want them, and to sell them in the proper manner. 

With us we do things in just the opposite way when 
it comes to merchandising. Spring, which is the longest 
season in southern California, starts right after Christ- 


mas and gradually merges into Summer. It offers inter- 
esting possibilities. 

Dividing this Spring season into three buying periods 
will seem radical to some, but it works out to perfection 
with us. In reality we experience three definite changes 
which take place during the Spring and which vitally 
affect colors, materials and patterns. So why not mer- 
chandise accordingly? 

The first period commences with the arrival of the 
new Spring shoes in January and lasts until March 15. 
Dark shoes are purchased for that time, along with 
certain types of Summer colors and materials, particu- 
larly in the active and spectator sports types. 

For the sake of using figures, let’s assume that our 
store will need to buy 5000 pairs of shoes for the entire 
Spring season. Then we will prorate this budget into 
three divisions. For the first period we will buy more 
pairs than we anticipate selling, so as to have a good 
strong showing at the very start of the season. This is 
directly against the usual practice of buying very light 
at the start. 


| 
i 
| 
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A simplified daily sales record is a great help in check- 
ing back to see what sold, at what price and when. 
This, too, acts as a sort of informal perpetual inven- 
tory, for the condition of the stock may be seen at a 
glance. Only heading is shown; a line is provided for 
each day of the month. Monthly summaries of this 


sheet, reduced to percentages, are well worth the time 
spent in the keeping of the records. 


to CUSTOMERS’ 
WANTS 


There are two good reasons for doing this. One is the 
fact that our trade demands to see a goodly assortment. 
Then we are fortunate in having such a long Spring 
selling season that we have an excellent opportunity of 
cleaning house very effectively and at full price. It 
takes quite a few pairs to make a showing in a price 
range from $5 to $10.50 in sports and dress shoes. 

The early Spring buy consists of the more conserva- 
tive types and the dark colors. These have a long life, 
so it is good business with us to overbuy for this period, 
as these shoes can be profitably sold all during the 
Spring and Summer season. 

Half our budget or 2500 pairs are bought on the first 
order for what might be termed a skeleton selection, as 
they represent a well balanced set-up. Certain shoes 
are bought so as to get a feeling toward their accept- 
ance. If the reception is good, these shoes will be 
played strong for the next period with an eye for vol- 
ume. And so we buy our dark shoes and colors, which 





How a High Grade Community Shoe Store Solves the Problem of 
Stock Control 
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will sell up to Easter, with some Summer shoes for re- 
sort wear. 

Next will come the early Summer period or from 
March 15 to about May 1. Fifteen hundred pairs are 
bought in this period. Included will be some Summer 
shoes which will sell until August. There is always a 
certain percentage of our trade which is ever in the 
market for shoes that are in the next period, it seems. 
This is all extra pair business and the trade considers 
having these shoes in our store as part of our normal 
service, so this constitutes one of the peculiarities of 
operating a shoe store in a locality of this nature. And 
it must be said right here that we do all we can to foster 
this habit, as it makes our merchandising so much the 
easier. There is nothing like getting first hand informa- 
tion as to the likes and dislikes of a community before 
the volume selling actually starts. 

For May and June selling, we have just a thousand 
pairs in the “open to buy” column. In common with 
the established practice, some early Fall materials, 
especially kids, which will act as sale savers during the 
sales period, are bought. Quite a few people will come 
in a store during sale time asking for close-outs. A 
great many times they will buy brand new shoes at full 
price, especially when some new thoughts in shoe-mak- 
ing are shown them. That is what is meant by “sales 
savers” during the regular clearance sale times. 

Before buying a pair of shoes for a season, the pair- 
age plan for the entire period is outlined. This in- 
cludes the pairs for each buying period; the percentage 
of pairs in each price grade; the percentage of mate- 
rials in these sub-divisions and the percentage of shoes 
we feel should be set aside for experimental purposes. 
Naturally a certain percentage of all purchases are re- 
served for in-stock buying. When we say we will buy 
2500 pairs for a period, we do not have all these shoes 
come in at once. At least 15 per cent will come from 
stock and from five to ten per cent of the budget is 
saved for covering on styles that develop suddenly. 













































OW..NEW SHINOLA | 


Aw 


= 


ee 
QW\N : 
' 


q 





1. Guavanited! 


This is the famous guarantee 
that made New Shinola the 
sensation of the white cleaner 
field! No ifs, ands or buts! 
New Shinola guarantees its 
amazing new formula against 
rub-off! 





2. Guawanibed *°REMONE 


Grass stains, oil and grease stains, dirt stains 
... New Shinola guarantees to remove these 
stains quickly and completely. Customers will 
be delighted with the results. 


3 Giuavanited TO WHITEN 
‘ QUICKLY 
i White shoes restored to smart, just-out-of-the- 


box newness! New Shinola applies evenly 
and is guaranteed to whiten shoes easily and 











ORDER SHINOLA WHITE NOW S 


_ WHITE ANNOUNCES 





| 


i. >= FASTER SALES 


BRING QUICKER PROFITS 
with this best-selling white 


S" NOLA... America’s best-selling white in 1936 
..-already far in the lead for 1937. For New 
Shinola White now offers a sensational 3-way 
guarantee that triples its sales appeal! A separate 
guarantee on every quality necessary to white 
shoe smartness! And each carries Shinola’s exclu- 
sive double-money-back offer! 

Everything your customers want in a white 
shoe cleaner, they'll find in Shinola...guaranteed. 
There’s the big white cleaner news for 1937! 





PRESERVES LEATHER 


New Shinola White actually “feeds” the leather 
.-helps keep it soft and pliable...constantly re- 
news its freshness. Protects the surface too. 
Shinola really cleans. Shoes wear better, stay 
smart and new-looking. 
_ BIG ADVERTISING SPACE — All summer 
i: long the biggest, hardest-hitting advertising cam- 
> paign ever put behind any white cleaner will keep 
© America buying Shinola. Full color pages, smash- 
) ing black and white ads in the nation’s greatest 
‘Sunday newspapers ... big space in leading na- 
© tional magazines... reaching all your customers. 
Be first in your community to feature this sen- 
sational new white. Order Shinola now. Tie in 
» with Shinola advertising. Display Shinola in your 
‘window, on your counter. We'll tell your custom- 
‘ers, and you'll sell them over and over again. 


STOCK THE NATIONAL LEADE 
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SPRING ADS GLORIFY NEW SHOES 


come to our attention. These large 
space ads usually show a great variety 
of styles, often in some clever or un- 
usual arrangement, as for example, the 
Dalsimer ad reproduced herewith. 
The shoe illustrations play a very 
important part in this season’s news- 
paper advertising, for they tell the 
story of the new styles more clearly 
than words can describe them. Most of 
the shoe cuts we have seen give a very 
good impression of the style features 
of the shoes, but some could be im- 
proved by more careful attention to 
drawings and engravings, and by mak- 
ing certain that the latter are of the 
right screen to reproduce well on the 
kind of stock used, and likewise under 
the printing conditions that exist in 
the average newspaper establishment. 


Half Tone Cuts Preferred 


The prevailing tendency, as for the 
past several years, is to use half tone 
shoe cuts, rather than line cuts; in fact 
most of the department stores and 
large specialty shoe stores in the prin- 
cipal cities have their shoes specially 
drawn for this purpose, a procedure 
which has the advantage of making 
possible any sort of illustrative treat- 
ment or layout arrangement the adver- 
tising man may wish to use and also 
gives that*appearance of individuality 
in illustration that is impossible to 
obtain from standardized shoe cuts, 
such as many of the smaller stores use. 
Such stores are frequently able to ob- 
tain equally good results, however, by 
the use of ad mats supplied by manu- 
facturers. 

A great many hand-lettered headings 
are also being used this season, which 
gives added distinction to the appear- 
ance of the ads but at the same time 
tends to increase the cost. The same 
is true of the Ben Day backgrounds, 
which have enjoyed so much favor for 
several seasons past. This sort of 
treatment, which, by the use of a 
screen, gives a gray undertone to the 
entire ad or to that part of it which 
is included in the Ben Day area, im- 
parted a decided distinction to adver- 
tising. when only a few stores were 
using it and when it was used with 
care and good judgment. Later on, 
as it came into more general use, more 
and more ads began to appear in which 
the process was not so well handled 
and the effects were far from pleasing. 
So there seems to be a tendency today 
for some of the better grade stores to 
use Ben Day rather more sparingly, 
confining it to certain relatively small 
‘areas and employing a more liberal 
use of white space. The effects ob- 
tained in this way, in the writer’s 
opinion, are more pleasing. 

Copy writers, who for many weeks 
past have felt called upon to confine 


[CONTINUED FROM PAGE 24] 
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Spring Wardrobe Tonic! 
Start out with a new HAT 
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Women’s shoes and women’s hats are 
frequently “tied up” together in news- 
paper advertising. Here’s an interest- 
ing ad by John Wanamaker, New 
York, that makes good use of the 
same idea to promote men’s footwear 

and headgear. 


their efforts to dissertations on price 
and the special values obtainable at 
clearance sales, must rejoice with the 
coming of Spring and its wide open 
opportunity to give free play to their 
powers of description. Now is their 
chance to produce colorful copy, 
touched with imagination, and not a 
few of them are making the most of 
it. This year’s shoes really call for 
romantic presentation in word pictures 
as well as in graphic illustration, so 
the copywriter has a job to do in mak- 
ing the consumer see the shoes as the 
designer did, not merely as shoes, but 
as objects of beauty, playing a vitally 
important role in the fashion picture. 
And the ad writer is more than justi- 
fied in giving free rein to his (or her) 
adjectives; in fact, may even be par- 
doned the use of a few more super- 
latives than would ordinarily be con- 
sidered permissible. 


“If you love a parade—” exclaims 
Dalsimer of Philadelphia, “here’s the 
most thrilling cavalcade of smart shoe 
fashions you’ve ever witnessed! Ex- 
quisitely expressed in Dalsimer shoes 
this Spring are all the new and dra- 
matic 1937 modes from the great de- 
signers of Paris, Hollywood and Fifth 
Avenue—with every important trend, 
motif, flair, color, fabric and leather 
gorgeously represented. As a result, 
each pair of Dalsimer shoes is so 
smartly individualized, so beautifully 
crafted and so modestly priced that 
Dalsimer has become the most widely 
discussed shoe name in the East. You 
may rest assured that when you read 
of a new trend in Vogue or Harper’s 
it will appear first in Philadelphia at 
Dalsimer’s. And, since no shoe that 
fails to fit correctly can be truly smart, 
our salespeople are carefully trained 
in the art of fitting—our ranges of 
sizes (from 2 to 9) are complete—our 
heels run the gamut of glory, lofty for 
the high-stepping debutante, low for 
the smart, young matron. So—if you 
want to feel the thrill of Spring all the 
way down to your toes—plan a visit 
to Dalsimer’s this week.” 


“Colorful Shoe Story” 


“A Colorful Shoe Story” was the 
caption of a Spring shoe ad by Shil- 
lito’s in Cincinnati. “Colors such as 
you’ve never seen before in shoes,” 
this advertisement declared”—colors 
that are so vivid, so bright, that they’re 
actually breath-taking. Not one or two 
colors, mind you, but three, even four. 
The Barbara Lee open-toe sandal bor- 
rows the colors of Mexican pottery— 
bright yellow, blue and red ... the 
other closed toe sandal a quartet of 
colors, purple, blue, red, green and 
brown to give you colorful footnotes. 
Here’s real fashion fascination for you 
who love the ultra smart, the new and 
different. Both shoes, 8.75.” 

“See our new Spring shoe tomorrow 
morning,” advised Saks at 34th Street 
in New York. “And bring along your 
most discriminating eye—for these new 
shoes are more varied . . . more in- 
genious than they’ve been in years! 
Baby calf is big—because it’s softer, 
suppler. . . . And it comes in ecstatic 
coronation shades of red, blue and 
green. We have gabardines, the finest 
obtainable. High lustre. patent leathers 
—and, of course, a new collection of 
our exclusive De Lucas. And every 
shoe is worth several dollars more than 
you pay—whatever price you choose! 
Black, brown, navy, tan, green and 
wine.” 

Palm Sunday and Easter mark a 
peak season for children’s shoes, too, 
and so Arnold Constable, of Fifth 

[TURN TO PAGE 56, PLEASE] 
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KANGAROO “x” 


SURPASS LEATHER CO 
RICHARD YOUNG CO. . . NEW YORK 
ZIEGEL EISMAN & CO. . . . BOSTON 
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AMAN'S leather—with strength 
and comfort combined 


It takes a tough life to breed toughness. Per- 
haps the fundamental reason why genuine Kan- 
garoo leather is so strong and sturdy is because it 
comes from a wild animal whose every character 
must be geared to toughness in order to exist. 

Actually, Kangaroo leather, tanned in America, 
is 17% stronger, weight for weight, than any 
other leather known; scientists say, because its 
fibres are interlaced instead of lying layer upon 
layer. But the result is that it is a strong leather 
without being stiff or heavy. For the interlacing 
fibres permit pliability and softness. And the 
tight, even grain of genuine Kangaroo takes a 
high, brilliant polish that makes dress shoes of 
Kangaroo outstandingly smart and masculine. 

Kangaroo is a man’s leather for all men—for 
young feet that are aggressive and active, for the 
business man’s feet that must be well groomed, 
and for older feet that demand ease and comfort. 
Feature a line of genuine Kangaroo shoes and 
profit from the men’s trade in your town. 
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FOOT COMFORT 


BEGINS IN THE 


SHOE STORE 


Keep faith with your customers, Mr. 
Dealer Here's a way to 


promote foot comfort and health in your 
store — VIB-RAY-PED FOOT CORREC- 
TOR enables you to get the "jump" on 
your competitors, step-up your profits 
and build customer satisfaction, with a 
scientific foot comfort service. 





VIB-RAY-PED features 
5-WAY THERAPEUTIC ACTION 


Recognizing the fact that common foot trou- 
bles arise from improperly fitted shoes, dor- 
mant foot muscles, poor circulation, ard 

body-weight omg nm and distribu- 


wrong 

tion, VIDRAY. " 5. es WAY THERAPEU- 
TIC ACTION: strolled Vibration, (2) 
Soothing ee ion, (3) Gentle Percussion, 
(4) Penetrating Warmth, and (5) Healing 
infra-Red Rays with resulting benefits that 
relieve, stimulate and revitalize the feet. 
Simple to operate. Requires but a few min- 
utes for a treatment. A comfort to the cus- 
tomer—an Be ge song aid to the sales per- 
son in fitting shoes scientifically. Attractive 
aluminum Duplex M Introductory price 
—$27.50. Sent to accredited stores for 10- 
oor 4 proval Test. Cash in with a VIB-RAY- 
PE Foot Corrector in your store. 


88% PROFITS 


Sell your customers the 
VIB-RAY-PED Deluxe 
Model for home use. Fin- 
ished in narra: com- 
pact; pl into any 
pon soc et: simple to 
operate; results quaran- 
cor Sells tte $15.00. 
Bs © You 

i %e one on 
your investment. 


FULL DEALER COOPERATION 








To help you feature Mr yg 0 we 


og winter 


you complete sales hel 

a. ae ye oor forte wine 
inserts and direct mail Arm ig For pa 
profits or behind VIB-RAY-PED. 

Send order or write for additional information to 


VIB-RAY-PED 


629 W. Ninth St. 
Los Angeles 


Mfgré. of Therapeutic Foot Comfort 
Devices" 
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The Customers Called It 









1937 


“Beautiful” 


[CONTINUED FROM PAGE 21] 


The men’s department of the store is 
just below the street level, and has 
been made particularly attractive by 
giving it the appearance of the lounge 
or salon of a ship. In fact, one finds 
it difficult to escape the impression that 
one is actually aboard a ship on enter- 
ing this department, for on both -sides 


‘of the large room there is a series of 


circular, glass-covered display cases 
which look exactly like portholes, while 
the walls of the room are rounded in 
shape just as they usually are in the 
lounge or the salon of a ship. Unless 
it were properly identified, one might 
glance at the photograph of the men’s 
department of the store reproduced 
herewith and assume that he was look- 
ing at a picture that had been taken 
aboard some ship. The color tones used 
in this department are a combination 
of bird’s eye maple with other shades 
of brown. 


Hosiery Department a Feature 


On the main floor of the store is 
located the hosiery department and the 
women’s shoe department, the latter 
in a retail price range of from $5.50 
to $14.75. The hosiery department is 
an exceptionally large one as can be 
seen in the photograph of the main 
floor of the store, as this company has 
succeeded in building up an unusually 
large volume of retail hosiery business 
in the Syracuse territory. There are 
three large display counters in this 
department alone, with eight glass- 
covered cases at the rear for the dis- 
play of both hosiery and shoes, and an 
exceptionally large stock of all hosiery 
styles and colors as can also be seen 
in the photograph. Maple brown and 
lighter shades of brown comprise the 
color tones used in this department. 

On the second floor of the new Park- 
Brannock store is located the Arch Pre- 
server department, the Junior Misses’ 
department, the Children’s department, 
the Boulevard department featuring 
Boulevard styles at $3.94, and here also 
are carried Dr. Locke’s shoes. On this 
floor, too, there are a number of attrac- 
tive glass-covered display cases at ad- 
vantageous points, and special display 
space without glass has been provided 
around the pillars supporting the ceil- 
ing as can be seen in the photograph. 
Here again brown shades predominate, 
but this is combined effectively with 
green, red and cream-colored plush on 
the seats in the different departments 
located on this floor. There has also 
been provided on this floor a special 
ladies’ rest room, and a powder bar 
with the necessary. equipment for 
“milady’s” make-up. 

On the third floor of the building are 
stock rooms and offices, and on this 
floor also is manufactured the Bran- 
nock shoe fitting device. This is a 


scientific foot measuring instrument in- 
vented and patented by C. F. Bran- 
nock, vice-president of the Park-Bran- 
nock Co., and a son of the company’s 
president. 

The only other officer of the firm is 
R. S. Park, who is secretary, and a 
son of the treasurer, E. N. Park. 


Mail Orders—An Expensive 
Luxury 
[CONTINUED FROM PAGE 15] 





The one redeeming feature is that 
she so often winds up the deal with, 
“I am sorry to have to return these, 
but when I come to town in May I 
shall come in and be fitted.” Which 
she usually does. 

And the cost. You can’t get out 
much of a catalog for five cents. If 
you count cuts, addressing and every- 
thing, it is likely to exceed ten cents. 
But call it a nickel, and if you get one 
order out of every twenty catalogs, 
that order costs $1.00 just for the 
catalog alone. 

Of course, catalog troubles increase 
on novelties and diminish on staples. 
There are plenty of shoe stores making 
money on mail orders from small cata- 
logs showing staple shoes, usually of 
the advertised “feature” and ortho- 
pedic types. 

Yes, indeed, mail order business is 
not all gravy—but it’s not all flies 
either. 


Look for Big White Year 


New YorkK—Anticipating the biggest 
white shoe year in history, the makers 
of Shinola, 2 in 1 and Bixby polishes 
are advising retailers to take advantage 
of a special deal during March and 
April, whereby those who purchase 
3% dozen of the 10 cent size of these 
dressings from their wholesaler will re- 
ceive 4 dozen, the extra quarter dozen 
being delivered free. Orders may be 
assorted as between white cleaners, 
pastes and liquid polishes of these 
brands. The deal applies only to pur- 
chases from wholesalers. 


Last Call for Foot Health 
Week 








[CONTINUED FROM PAGE 26] 


You'll find ideas and inspiration that 
will assure a successful Foot Health 
Week right in these illustrated articles. 
Build these into your own plans and 
you'll have an event that gets a lot of 
favorable attention. 

National Foot Health Week—March 
29-April 3. 

Don’t be left out if you deserve to 
be in on it. 
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ARE YOU TELLING YOUR CUSTOMERS 
WHAT YOU KNOW ABOUT SOLE LEATHER 


Leaving the customer in the dark regarding sole leather does not 


help the cause of profitable shoe retailing. Telling people the fine points 4 


of fine sole leather creates favorable impressions of shoe values. The 
price question is minimized. The benefits of possession are magnified. 
Selling is simplified. The profit possibilities of telling and selling are 
re 


KISTLER “BENCH BRAND” SOLE LEATHER 


is a feature of leading lines of men’s street, dress, sport and heavy-duty 
shoes. The heavy, fibrous hide substance is thoroughly tanned. This 
leather won’t fray and spread at the edges when wet: On a hot day it 
won’t draw and burn the feet. Under varying conditions of climate and 
wear it gives the best service. In a nut shell, it is just the sole leather 
TO TALK ABOUT. 


S7LE 
{i OUlhOF 


FOUNDED - 1840 
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Our illustration shows Kistler 
BENCH BRAND sole leather in the 
cut-sole form in which it goes to shoe 
factories. The “BENCH BRAND” 
mark is a grade mark guaranteeing a 
selection from the best section of the 
hide. It becomes a valuable asset to 
dealers when customers are made 
familiar with it. 


THIS CHART REPRESENTS A 
SIDE OF LEATHER. THE PART 
USED FOF KISTLER "BENCH 
) BRAND" SOLES IS ABOUT 13% 
OF THE WHOLE SIDE. 


ty 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 
turers have proved to their own satisfaction that 











Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 


Because of its constant affiliation with New York and 


Chicago style centers, T. W. Gardiner Company is 





able to give the Shoe Trade of New England av- 


thentic service at all times. 


Uw 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140. FEDERAL STREET, BOSTON, MASS. 
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REGIONAL SERVICE 
IN 


The individual and collective experience and 


facilities of these manufacturing units 





are constantly available to the Shoe Industry 


EMPIRE LAST WORKS 
ROCHESTER, N.Y 


KRENTLER BROS. CO. 


FITZ BROS. CO. 
AUBURN, MAINE 


¥. W. GARDINER CO. 





LYNN, MASS. ST. LOUIS, MO. 
UNITED LAST CO. KRENTLER BROS CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & potrernco, THE LAST WORD ynitep tastco., itd. 


SROOKLYN, N. Y. U N | T E D MONTREAL, P Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 22] 























| ‘greater than the cost price that the merchant will pay. 

For the merchant, too, is in the position of facing higher 
costs for his labor, for his rent, his equipment and 
supplies, and all of the operating expenses of his busi- 
ness. He is fighting to the last ditch the increases in 





ly a car 
ri 2 c his overhead, for there comes a point beyond which 
Uf S L he NE. THE _ retailing costs cannot be made up Cmaal volume 


of business. In many communities with a measurable 
traffic of customers and a rate of three pairs per per- 


I hat Ci OUNT. SY son per year already established, the outlook for in- 


creased profit is not to be had by volume alone in the 


face of competitive efficiency. _ 
It is obvious that the present situation of the seller’s 


market will change to that of a buyer’s market, for 
machines are easier to speed up than the consumer 
purchases of unit pairs. 


¥ Some articles can conceal their values beneath paint 
| T S and finish, but the public knows shoe values because 


of hard usage. 


] The wise merchant is he who has already stepped 
be A T up some of his prices and has gained some experience 
- in educating his public to the better service rendered 


and the part he plays in shoe satisfaction. The oper- 
ators in the fixed price fields have now reached the 
stage where they, too, must move. 








Rock Oak soles wear longer. 


They are tanned scientif- ; , 

+ te Main Floor Booth Boosts 

—_ y from the est steer Shoe Department 

hides, and add distinction ALLENTOWN, Pa.—A booth on the main floor has 
. ’ been used to promote business for the shoe depart- 

to any line. Rock Oak 1S the ment at Zollinger-Harned Co., here, and has been a 


definite means of overcoming the handicap of the 


“plus value” that moves mer- 
department’s location on the second floor. 


chandise For faster turn- Surrounding the booth are several benches which 

‘ 3 ; customers use to fit shoes on a self-service basis, and 

over specify Rock Oak in two salespeople are in the booth to select sizes and 
give advice. 

your next order. A recent promotion featured one price line of shoes 


and in one width only, of which more than 250 pairs 
were sold in three days. 


The American Oak Leather Company “Booth selling is most effective if only one line of 
Cincinnati wane 0 shoes is featured at a time,” explained I. H. Gill, shoe 
St. Louis buyer. “We usually feature one type of last in medium 


width only, and can serve about 75 per cent of the 
customers with this width. No effort is made to sell 
such shoes to customers who require a different width 
or last for satisfactory fitting. 

“If the customer explains to the salesperson that 
she needs a certain type of shoe which is not included 
in the featured line, she is courteously told that she 
cannot be fitted with that particular type of shoe, but 
that she will find suitable shoes in the regular depart- 
ment on the second floor. 


Rock Oak 
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In welts, McKays and stitchdowns...in 
styles, patterns and price ranges...in widths 
and sizes...in added selling features, the 
Poll-Parrot line is complete in every re- 
spect. From this one line you can get all 
the shoes needed to profitably satisfy boys 
and girls of every age. Poll-Parrots are bus- 
iness-builders and profit-makers. Join the 
thousands of other successful merchants 
featuring this complete juvenile line. 


From toe-tip to heel all Poll- 

Parrots are sturdily built for 

solid comfort, long wear and 
the best in value. 





In Poll- Parrots there is a ee style suited to 
every taste and every kind of wear..designed over 
special juvenile lasts to correctly fit — feet.. 
built with leather counters and leather heel bases; 
in fact, leather wherever needed to prolong the 
wear and smart appearance and to give extra value. 
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GET you? share 


OF THIS VALUABLE BUSINESS 
with POLL-PARROT SHOES 


ll : 
























Flexible and rigid shanks, molded insoles, seamless 
one-piece quarter linings and many other features for 
foot health are included in the Poll-Parrot line of 


Goodyear Welts. 








Party styles in Poll-Parrot light McKays have more 

than merely smartness. New perforated insoles for 

greater flexibility, correctly fitting lasts, resoling value, 

sizes to 7 for the Big Miss...outstanding features that 
give you added selling points. 
























Only the very best grade of leather is used in the 
insoles, middle soles, as well as outsoles of Poll-Parrot 
stitchdowns. Thread lasted—without metal fasten- 
ers — they are very flexible and can be resoled. Leather 

uarter linings seamless at the back and feature shark- 
skin tip shoes with full vamps are plus-values in this 








splendid line of profit-makers. 











ROBERTS, JOHNSON RAND 


Branch of international Shoe Co. 


ST. LOUIS, Mo. 
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STYLE 
FINIS 


The new Diamond Brand 
Aluminum Fast Color Eyelets 


have many points of superiority. 
Chief among them are: 
@ ALUMINUM BASE 
@ CELLULOID TOPS 
FAST COLOR 
ROLL SETTING 

@ NON-RUSTING 

@ DURABILITY AND 
DISTINCTIVE APPEARANCE 





UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Shoe Shop Enlarged 


St. Louis, Mo.—The Modette Shoe 
Shop of Scruggs-Vandervoort-Barney, 
which is on. the street floor adjacent 
to the Locust Street entrance, has been 
enlarged to an additional capacity of 
2000 pairs of shoes, as one of the 
changes in a store-wide improvement 
plan now under way. The store’s pop- 
ular-priced Modette shoes for ladies 
are merchandise exclusively in the 
shop. The increased space was ac- 
quired by a change in counter loca- 
tions and removal of the Glove Repair 
Shop to the second floor where it is 
a unit in the new Service Section. 

The general color effect of the shop 
entitled “Modette Shoes” is light green 
as to wall paneling with wood trim, 
chairs, footrests and fixtures gener- 
ally in a dark oak color with gold 
trim. Upholstery of chair seats is a 
rust-hued fabric and _ rust-colored 
drapes are used on the three entries 
from the department to inner areas 
for wrapping and stock storage. The 
stock is separate from the display and 
fitting area. Five illuminated recesses 
in the walls give ample space for 
display in addition to two larger dis- 
play cases which mark the outer 
boundary of the shop as customers 
approach from the main floor area, In 
recesses in the large cases the shoes 
are vertically arranged on crystal 
brackets or glass shelving which is 
practically invisible as a fixture. Extra 
visibility of the merchandise is a 
characteristic of all displays, leaving 
the customer more conscious of the 
merchandise than of the fixtures. The 
large cases are convenient for long 
cards with lettering calling attention 
to the type of shoes on display. A 
current showing in one is entitled 
“Gabardine and Patent Leather, smart 
and new, $3.94” and in the other, 
“The Aristocrat of Shoe Fabrics, 
Gabardine, $3.94.” The fixture line is 
uniform in height with that over the 
entire street floor. One of the out- 
standing changes in the store is the 
lowering of counter cases and fixtures 
throughout all departments on the 
street floor, giving a view over this 
area and creating the impression of 
greater space and freedom. 

Mr. Gerald Tannehill is in charge 
of Modette Shoes. 


Bloom to Manage 
New Shoe Store 


LittLeE Rock, ARK. — Kean’s, Little 
Rock’s newest shoe store, which opened 
at Sixth and Main recently, will be 
managed by Sid H. Bloom, young Lit- 
tle Rock business man. He is a grad- 
uate of the Little Rock High School 
and completed his studies at New York 
University. For the past several years 
he has been associated in business with 
his father, Albert Bloom, well-known 
merchant of this city. 
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Cure Buch GYeuer 


With A Buch Buffer!’ 


RETAILS for 25c 
Your Cost 
is $1.50 per dozen 


WIZARD COMPANY 


St. Louis, Mo. 


Canadian Distributors: 
Canadian Specialties, Ltd.,49 Sanford Ave. So. 
Hamilton, Ont. 


PAT. PENDING 
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@ Show your customers how to make 
white shoes whiter with the handiest, 
daintiest white shoe cleaner ever. 
It’s just what the doctor ordered for 


bucks, suedes and fabrics. 


e@ A few pats with the raised side of 


the cleaner restores the original nap 


and brilliance...then... you simply 


turn the convenient cleaner over and 


use the buffer to remove all excess 


powder. 


@ Buck Buffers are smartly packed 


in a dustproof rubber envelope that 


insures cleanliness in a traveling 


bag or pocketbook. 


@ Send your order now! Cure the 


old Buck Fever with a profitable and 


truly different white cleaner. 


Walsall, England 


ony SHOE CLEANES 








- 
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MERCHANDISE THIS FEMININE 
SUMMER LEATHER FOR A NEWLY FORMAL SEASON 


Last September we predicted a rising inter- 
est in White Kid this summer—now Paris cables 


confirm our confidence in this fine leather. Every 
fashion flash stresses femininity, formality, even 
sumptuousness. This ‘'dressiness'' in summer cos- 
tumes is effective only when the frock is com- 
plemented by a shoe of corresponding formality. 
Standard's White Kid, with its even grain, assures 
minimum waste in the cutting room, maximum 


appeal in the show case. 


Illustration: Piquet of Paris designed this 


, ; , white wool spectator sports frock with 
Specily Vode White Doeskin wide red belt, to be worn with a floppy, 


No. 901 white panama hat, and white kid shoes. 
for an accent on White Kid ; 


SIANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 





When writing advertisers please mention Boot and Shoe Recorder 
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BOSTON FAIR DATES, JUNE 1 TO 3 





Early Start on Fall Business Favored by Holding Important 
Trade Event in June 


BostoN—At a meeting last week of 
the officers and directors of the New 
England Shoe and Leather Association, 
it was voted that the annual Boston 
Shoe Fair would be held on June 1, 2 
and 8. By this action the officers main- 
tain that an early start will be made 
in cutting Fall orders, and with condi- 
tions continuing favorable for good 
business throughout the year, manufac- 
turers will be assured of at least an- 
other full month of manufacturing 
activity, which would not be possible 
if the fair were to be held in July, 
as the custom was until last year, when 
it was decided to advance the dates 
of the show one full month. The wis- 
dom of this move was acclaimed by 
manufacturers and buyers alike, and it 
is now believed that corresponding 
beneficial results will accrue to the en- 
tire industry by again holding the show 
in June. 

The headquarters of the fair will, as 
in past years, be at the Hotel Statler, 
with the Copley-Plaza and other Bos- 
ton hotels cooperating in providing ac- 
commodations for displays. 

This year the fair, sponsored by the 
New England Shoe and Leather Asso- 
ciation, will be under the management 
of a general committee of all manufac- 
turers who are members of the organ- 
ization. From this general committee 
and executive committee, consisting of 
Charles T. Cahill, of the United Shoe 
Machinery Corp., chairman; Homer O. 
Rondeau, of the H. O. Rondeau Shoe 
Co., Farmington, N. H., Frank S. 
Shapiro, National Shoe Corp., Marl- 
boro, Mass., William E. Doyle, Doyle 
Shoe Co., Brockton, Louis H. Salvage, 
Louis H. Salvage Shoe Co., Manchester, 
N. H., George Barkin, A. R. Hyde & 
Son’s Co., Cambridge, Mass., and Myer 
Saxe, of the Kesslen Shoe Co., Kenne- 
bunk, Me., will have general super- 
vision of the management of the fair. 
George R. Dempsey, of the Farming- 
ton Shoe Co., Dover, N. H., as president 
of the association, is also a member, 
ex-officio, of the executive committee. 

This committee has already met and 
approved the initial plans for conduct- 
ing the fair. Within a few days the 
committee’s announcement of plans for 





DATES TO REMEMBER 


Easter Sunday March 28, 1937 


Official Leather Openings, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Fall, Waldorf- 
Astoria Hotel, New York 

April 5, 6, 1937 


Fall Showing Shoe Fashion Guild of 
America, Inc., Hotel Biltmore, New 


York 
May 3, 4, 5, 1937 


Pacific Northwest Shoe Retailers, An- 
nual Convention, Hotel Davenport, 
Spokane, Wash. 

May 30, 31, June 1, 2, 1937 


Ohio Shoe Retailers’ Association An- 
nual Midwest Shoe Fair, Hotel 
Netherland Plaza, Cincinnati, Ohio 

June 6, 7, 8, 1937 


Illinois Shoe Retailers and Travelers 
Annual Convention, Pere Marquette 
Hotel, Peoria, IIl...June 20, 21, 22, 1937 


Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
SG ad lavexvsvct July 18, 19, 20, 1937 





participation and other information 
will be sent to all members of the trade. 

The headquarters for receipt of ap- 
plications, assignment of display rooms 
and all other activities will be under 
the management of James H. Stone, 
secretary of the New England Shoe & 
Leather Association, 166 Essex Street, 
Boston, to whom all interested in 
participating should address their com- 
munications. Such communications 
should not be addressed to the hotels. 
Otherwise there will be delay and in- 
convenience in the assignment of rooms. 

An announcement containing full in- 
formation regarding assignment of 
rooms and participation was mailed to 
the trade this week. If any member 
of the trade should fail to receive an 
announcement a copy will be sent upon 
application to headquarters. 

This event gives promise of eclipsing 
the great success of the show last June 
because it will be the only national 


Production Continues Rise 
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PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONS OF 
PAIRS 
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WASHINGTON, D. C.—The latest fig- 
ures released by the Bureau of the 
Census, Department of Commerce, on 
the production of boots, shoes and 
slippers, other than rubber, in the 
United States, indicates an increase of 
9.9 per cent over December, 1936, and 
of 10 per cent over January, 1936. 

A continued rise in shoe production 
is shown by these in the last three 
years. In January, 1937, 36,674,179 
pairs were produced, this figure being 
an increase of 3,319,175 pairs over 
January, 1936; 7,109,887 pairs over 
January, 1935, and 10,632,397 pairs 
over January, 1934. 

Men’s lines reached a_ production 
total of 9,323,028 pairs for the month, 
an increase of 57,193 pairs over De- 
cember, 1936, and 272,360 pairs over 
its corresponding month last year. 

Production of women’s shoes totaled 
15,410,391 pairs in January, this year, 
representing an increase of 4,306,931 
pairs over December, 1936, and 1,462,- 
097 pairs over January, 1936. 





show held at this time of year. Conse- 
quently manufacturers will benefit, not 
only in the saving of time and money 
and making of samples incidental to at- 
tending two Summer shows, but will be 
able to reap the benefits of one show 
held under the official sponsorship and 
management of shoe manufacturers at 
a time when the show will be of the 
greatest practicable good to exhibitors 
and the industry at large.. 
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Air Line Saves Time 
For Salesman 


CHICAGO, ILL.—H. R. Estes, who rep- 
resents the Irving Drew Company in 
metropolitan Chicago, has recently re- 
turned by American Air Line from 
the factory in Portsmouth, Ohio. Mr. 
Estes spent a week at the factory lining 
up special patterns and checking up on 
after-flood shipments for his customers. 
He reports that the company is rapidly 
approaching complete shipment of or- 
ders and that the plant is running at 
capacity in order to make this pos- 
sible. 

Having very little time to spend 
away from his active territory, Mr. 
Estes finds that by using air service 
he can cover the distance to the fac- 
tory, which normally requires about 
twelve hours by train, in the short time 
of four hours, by using plane and train 
combination. 





Opens Second Department 


ToMAH, Wis.—Arthur A. Hemp has 
opened his second shoe department at 
Munson’s, women’s ready-to-wear store, 
here. He carries a complete line of 
women’s and children’s shoes in his new 
department, both well-known lines. 

Mr. Hemp has operated a women’s 
shoe department at Sparta, Wis., in the 
Dodge & Davis department store for 
the past three years. 





Enzel Designer in New York 


New York—Charles Ritz, manager 
of the Enzel store in Paris and de- 
signer of Enzel shoes, arrived in New 
York on Thursday, March 18, from 
abroad. While here he will be the guest 
of the G. R. Kinney Company for whom 
he designs some of their shoes. He will 
attend the opening of the new Kinney 
store in Philadelphia next week. Fol- 
lowing this, Mr. Ritz will visit several 
of the volume shoe factories here to 
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Business Justifies Modernization 








A section of the Sholem store, Champaign, IIl., with the novel floor-to-ceiling 
mirrors in the background giving the illusion of greater depth to the room. 


CHAMPAIGN, ILL.—Business in the 
Sholem Shoe Store here has more than 
justified the outlay for remodeling 
since the reopening of this store late 
last Fall. 

This firm, owned by Jerome J. 
Sholem, was established in Paris, IIl., 
66 years ago. It was later moved to 
Champaign where it has built up a 
steady patronage of satisfied custom- 
ers. Completing a modernization pro- 
gram last September, the store was 
reopened with an entirely new setup. 

The predominating color scheme ef 
the store is blue and cream. Fitting 
chairs are the chrome steel type, up- 
holstered in blue and cream leather. 


The carpeting is of rust color and 
covers the floor from wall-to-wall. At 
the rear of the store, blue plate glass 
mirrors present a solid panel from 
floor to ceiling with the exception of 
two large port holes on the balcony 
which provide light and _ ventilation 
to the office and buying room. Besides 
providing a soft lighting effect, this 
blue mirror wall gives an illusion of 
greater depth to the room. 

The store carries complete lines of 
footwear for the entire family as well 
as a hosiery section. A section of the 
room has been set aside for the cre 
ation of a chiropody department in 
charge of Dr, Earl Simpson, where 
treatment of ailing feet is provided. 





observe volume shoemaking in this 
country. 

His main purpose in visiting this 
country at this time is to study volume 
shoemaking as it is done in American 








factories and to study American lasts. 
He plans to be in this country for four 
or five weeks and during this time will 
attend the coming Leather Show at the 
Waldorf-Astoria hotel on April 5 and 6. 
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CUT SOLES and SOLE 


“Sorted by Fibre” 
LEATHER 
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ENGLAND WALTON DIVISION ¥* A. C. LAWRENCE LEATHER CO - BOSTON 
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Expect Record Attendance 
At Style Conference 


National Shoe Retailers Association to Hold 
Semi-Annual Event at Waldorf-Astoria 
Hotel, New York, April 5-6 


FFROM reports received at the Headquarters office 
of the National Shoe Retailers Association, a record 
merchant attendance is assured for the N.S.R.A. semi- 
annual Style Conference, to be held in conjunction 
with the Opening Showing of American Leathers for 
Fall by the Tanners’ Council of America on 
April 5 and 6. 

Merchants from all the principal cities and prac- 
tically all sections of the country have signified their 
intentions to be present and have accepted their ap- 
pointments to serve on the various Committees and 
participate in this important work. 

L. E. Langston, executive vice-president of the Na- 
tional Shoe Retailers Association, stated that a most 
cordial invitation is extended to the members of all 
branches of the shoe and leather industry to be in 
attendance at the Opening Program on Monday, 
April 5—and to participate in the various committee 
conferences on Tuesday, the 6th. 

A program of featured speakers will be presented 
on Monday morning at 10:30 in the Starlight Roof 
of the Waldorf-Astoria Hotel. The committees will 
convene 10:00 a. m. on Tuesday. 

The Arrangements Committee has announced the 
following officials to direct the various features of 
the Style Conference: L. E. Langston, General Chair- 
man; Harold Hart, Jay Thorpe, Inc., New York City, 
Chairman, Women’s Style Committee; Joseph _T. 
Geuting, Jr., A. H. Geuting Co., Philadelphia, Chair- 
man, Men’s Style Committee; John H. Downey, Hutzler 
Bros., Baltimore, Md., Chairman, Children’s Style 
Committee. 

In reply to invitations extended to prominent mer- 
chants throughout the country to serve on the various 
Committees, the many acceptances have already been 
received, indicating an unusually large attendance. 


Santa Ana’s New Store 


SanTa ANA, Catir.—The Children’s Bootery has 
been opened here by Mrs. Gertrude Bradford. This is 
the only exclusive children’s shoe store in Orange 
County. According to Mrs. Bradford, her sole idea 
in starting this store was to be able to fit children 
properly. She feels there is a real need for a store 
where the mothers would find a sympathetic under- 
standing of their children’s foot problems. A complete 
stock is carried from first steps to growing girls, size 8. 

The room is charmingly decorated. On the high 
walls are hand-painted Mother Goose characters. It 
is a bright, cheerful place with light walls, excellent 


natural daylight, and blue-upholstered fitting chairs 


_and stools. 





America’s Finest Boots 


Of course there is a reason 
why O’Donnell Aristocrats 
are featured exclusively in 
the nation’s leading stores. 
Their superiority in quality 
and workmanship — their 
perfection in detail makes 
them the outstanding favor- 
ite of the great American 


riding public. 


A complete floor stock of 
Riding and Military Boots 
available for immediate de- 
livery. Take advantage of 
the prestige earned by 
O’Donnell Aristocrats. 
Write today for our new 
Catalog. 


SHOE COMPANY 


23 North 22nd Street, Humboldt, Tenn. 
New York Office, 525 Marbridge Bldg. 
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Dancing Shoes and Taps 





TAP DANCING SHOES 


\ 


also, white p 
BLOG SHOE COMPANY 
147 Duane St. New York, N. Y. 














Women's 38 


Misses’ $1.45 
Misses’ Sizes 


White Kid 
-B-C 
WY_-2 


Women's 
Women’s $ 


1.60 Sizes 
Misses’ $1.50 A-B-C 24°68 


—— OWENS SHOE Co. 
28 Goodhue $t., Salem, Mass. 
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Ballet Slippers 


Le eel 


BALLET SLIPPERS—IN STOCK 
FINEST QUALITY, BENCH MADE 


Ne. 100, Bik. Kid, Soft Tee 
Turns, Rights & Lefts. 


or rm 


a ed 


6-1f %-2 WB 
12 12 12 
SCHWARTZ & HERDER, Inc., Mfrs. 














McElwain Increases Payroll 


Boston, Mass.—For the second time 


since January 1, the more than 4000 
employees of the J. F. McElwain Com- 
pany in Nashua, N. H., and Manches- 
ter, N. H., have received a five per cent 
increase in wages. This total of ten 
per cent will add $600,000 to the yearly 
payroll of the company. There are ap- 
proximately 1800 employees in Nashua 
and 2200 in Manchester, and plants in 
both these cities have been running on 
full time schedules’ for some time. 


BOOT AND 


Ortgiesen Buys Walter 
Booth Shoe Company 


MILWAUKEE, W1is.—Charles Ortgie- 
sen, president of the Ideal Shoe Mfg. 
Co., has, with a group of associates, 
bought the Walter Booth Shoe Co., 
whose assets are listed at $1,000,000. 
Those associated with Mr. Ortgiesen in 
the purchase are F. E. Beals, president 
of the Walter Booth Shoe Company; 
H. W. Gardner, sales manager for 
Wisconsin; and I. R. Smith, president 
of the Sterling Wheelbarrow Co. Mr. 
Ortgiesen will be president of the 
Booth company, which will continue to 
operate under the Walter Booth name, 
and will be run independent of the 
Ideal company, in which firm Mr. Ort- 
giesen will continue as president. 
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HEADED FOR YOUR 
JUVENILE DEPT.. 


..»Many mothers, frequently upon a 
physician's recommendation, have pro- 
tected the fast growing feet of their 
young children with the progressive 
types of Mrs. Day's Ideal baby shoes. 
It is a simple matter, therefore, to 
attract the patronage of these mothers 
by offering Flexible Hard soles in the 
2-8 run, carrying the same familiar 
trade mark. 


MRS. DAY’S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 
Manufacturers of Fabric—Cushlon—Soft Sole— 


FLEXIBLE HARD SOLES 











He continued as a shoe cutter with 
the M. D. Wells Co. in Fond du Lac: 


spent four or five years more as a cut- 


CHARLES ORTGIESEN. 


F. E. Beals. will be an executive in 
the new Booth setup, but outside of 
this change the Booth organization 
wil] be kept intact. Harold O. Leiser 
will be sales manager, Alec F. Camp- 
bell, stylist; W. A. Silvermann, fac- 
tory superintendent; and M. J. Kava- 
naugh, secretary-treasurer.. 

The Walter Booth plant is located 
in Watertown and employs about 500 
people, with a daily output of 3300 
pairs of men’s dress shoes. Walter 
Booth, founder of the firm, and who 
passed away last year, _at one time 
worked with Mr. Ortgiesen in the 
Weyenberg Shoe Mfg. Co. In 1921, Mr. 
Ortgiesen started the Ideal plant here, 
employing about 50 people. At present 
his Milwaukee plant employs 300 per- 
sons, while the Ideal factory at Wau- 
pun has 400 employees on the payroll. 
The two plants turn out about 7000 
pairs of children’s and girls’ shoes 
daily. 

Mr. Ortgiesen is among the state’s 
most prominent shoe manufacturers. 
Born on a farm near Dixon, Ill., in 
1886, Mr. Ortgiesen had to shift for 
himself at an early age. At 18 he 
started learning his trade as a shoe 
eutter with the firm of Watson & Plum- 


mer, in Dixon. 


ter with the Brown shoe interests in 
St. Louis and then several years with 


various firms in the East. 

He came to Milwaukee in 1911 and 
started as a cutter for Weyenberg; 
he subsequently was given charge of 
the cutting departments. After 10 
years with Weyenberg he started his 
own plant. 

Today Mr. Ortgiesen owns three 
farms in Illinois, one near his birth- 
place at Dixon, the others at Polo and 
Rockford. He has in the last few years 
built large, new barns and installed 
much modern equipment on his farms. 

On two of the establishments he 
fattens cattle; he also raises Brown 
Swiss, Holsteins and swine. His resi- 
dence here is on Grant Blvd. 


Operations Started at New 
Weyenberg Plant 

Beaver Dam, Wis.—Operations have 
been started at the second plant of the 


Weyenberg Shoe Manufacturing Co. 
here, and it is expected that within sev- 
eral months approximately 350 per- 
sons will be employed. The four-story 


building has been thoroughly renovated 


and new equipment installed. 





BOOT .AND SHOE RECORDER,, March.-20,. 1937 


Sar ERNIE ee ramet Ree tenet 
z 5 


THE 


QUALITY BOX TOE 


_—_ Whenever they stop to 
look at their shoes during wear 
— perhaps to tie a shoe lace 
— or when they are carefully 


inspecting a pair of new shoes 


before buying — that important 





first glance always falls on the toes. 





» « « That’s why it pays to be- 
gin at the toes to build sales 
appeal into your shoes... And 
that’s why every day more and 
more of the shoes being sold 
carry Celastic. It’s the box toe 


that builds a permanent appeal 
of smoothness, neatness into the 


toes of your shoes that means 


more new sales — more repeat 





sales. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Men's Shoes 


“HIGHEST GRADE ONLY” 
EAST WEYMOUTH. MASS.. U.S.A. 





Women's Shoes 





HAND TURNED 
FOOTWEAR 







VAUGHAN TOWLE CO. 
A division of L, B, Evans’ Son Co. 
WAKEFIELD MA 











Trade Literature 


Central Issues Spring Catalog 


St. Louis, Mo.—The Central Shoe 
Company has issued its new Spring 
catalog showing some of the season’s 
smartest styles. The new catalog con- 
tains 82 pages of beautifully illustrated 
shoes for all occasions. Each line is 
featured showing the models and also 
the dealer helps which go with that 
particular line. Over 1000 styles are 
illustrated in this book including every- 
thing that is used in the modern shoe 
store. 

This catalog was purposely issued to 
the trade at this time so it will arrive 
in the buyer’s hands in time for the 
ordering period just before Easter. 





New Dickerson Catalog 


CoLumMsBus, OnI0O—Walker T. Dicker- 
son’s new catalog showing Spring and 
Summer shoes is something to be quite 
proud of, being plastic bound and the 
front cover showing five rows of shoes 
stepped back, as seen in a window 
trim, all in their natural colors. Var- 
nishing the cover heightened the color 


~ 


Waterson in Charge of New 


Compo Branch 


MILWAUKEE, Wis.—The Compo Shoe 
Machinery Corp. has opened 
sales and service branch office at 1718 
North First Street, this city. The com- 
pany’s increased business in the Chi- 
cago-Milwaukee territory has made it 
necessary to provide added facilities 
for the handling of sales and service 
in this section. 





FRANK WATERSON 


The new office will be fully equipped 
for sales and service work and will 
be in charge of Frank Waterson, man- 
ager in this territory. A supply of 
parts and equipment used in making 
Compo shoes of all types will be kept 
on hand at all times. 

The opening of this new branch of- 
fice is in keeping with the company’s 
program of providing adequate facili- 
ties within easy reach of each manu- 
facturing center. 





effect on each of the 24 shoes, which 
make up a woman’s complete shoe 
wardrobe. Each shoe shown in the 
catalog is given in two views, three- 
quarter and silhouette. This is new 
in catalog shoe display. The book also 
contains dealer newspaper ads and 
line drawings of all shoes, also all of 
the company’s trade-marked names and 
patents by number. Requests for this 
unusual catalog will be forwarded to 
the manufacturer. 


Novel Hosiery Catalog 


St. JosePH, MicH.—In issuing their 
new catalog, Cooper, Wells & Co., of 
this city, have hit upon the clever 
idea of making the cover of the same 
general design and color of the carton 
in which the merchandise is packed, 
both representing a book, with back 
and corners in blue Morocco. The idea 
is not only novel and unusual but makes 
an effective tie-up between carton and 
catalog. 
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HERE’S 


SOMETHING TO 
TALK ABOUT 


When a customer talks 
about comfort, give him a 
talk on 


VAN TAN'S 


unique tannage, which re- 
sults in maximum foot 
comfort thru permanent 
flexibility and _ resiliency. 
VAN TAN sells shoes . . . 


satisfies customers. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


VANIAN 


the perfect leather innersole 











Wieboldt’s Open New Branch 


Oak Park, ILL.— Opening of Wie- 
boldt’s newest branch store in the Chi- 
cago area on March 4, also signalized 
the introduction to the customers of one 
of the largest and most modern shoe 
sections for a suburban department 
store in the country. The new shoe 
department which covers the entire 
width of the store is a half block long 
and a quarter of a block wide. The 
appointments and fixtures which are 
up-to-the-minute in every detail, are in 
keeping with the new store’s claim as 
the largest and most modern suburban 
department store in the world. 

One section is devoted to an economy 
shoe section for shoes from $1.99 to 
$2.29 with 22 chairs, a children’s sec- 
tion with 38 chairs, and a women’s sec- 
tion with 65 chairs. The men have a 
department all their own in the men’s 
furnishing section in another part of 
the store with 30 chairs. The sections 
are all furnished with chromium chairs, 
some in buff and brown upholstery and 
others with blue. A brown wood back- 
ground on the walls sets off the at- 
tractive shadow box display cases. Sev- 
eral complete interior display windows 
are also in the department. There is 
an X-ray machine and all modern fit- 
ting equipment. J. P. Dillon is depart- 
ment manager and has a regular staff 
of 12 salespeople. 















Obituaries 
William A. Noll 


Boston, Mass.— 
William A. Noll, 
one of the _ best 
known and best 
liked traveling 
salesmen the shoe 
industry has ever 
had, died suddenly 
at the home of his 
sister, Mrs. C. N. 
Johnson of Win- 
throp Center, 
Mass., March 12. 
Funeral _ services, 
attended by friends 
and associates, were held March 14 in 
the Sprague Funeral Home, in Malden, 
Mass. 

Mr. Noll, known to everyone as 
“Billy,” recently retired as secretary- 
treasurer of the Boston Shoe Travelers’ 
Association after serving in that capac- 
ity for 86 years. His resignation was 
accepted with regret and the entire 
membership of the association, with 
many: other trade leaders, organized a 
dinner at which Mr. Noll was honor 
guest and at which he was given a pres- 
ent of a substantial sum of money. In 
addition to his work for the local asso- 
ciation, Mr. Noll was also active in the 
work of the National Shoe Travelers’ 
Association, and served one term as its 
secretary-treasurer. For many years, 
he had been connected with the Foster 
Rubber Company, prior to which he 
had been on the road with the line of 
the Nathan D. Dodge Shoe Co., of 
Newburyport. 

Mr. Noll is survived by his sister; 
one daughter, Mrs. Wilfred B. Tyler, 
of Malden; a son, William M. Noll of 
Brooklyn; anda brother, Albert Noll, 
of New York City. 

So passes a grand old man who lived 
a life of fellowship and retained to the 
end the spirit of the traveling man who 
sees in all his contacts the opportunity 
to lend a helping hand to one and all. 


William A. Noll 





Lou Brown 


CuiIcaGo, Itu.—Lou Brown, popular 
representative of the Ephrata Shoe 
Company, and active up to the time of 
his death, died on Sunday, March 7, at 
the grand old age of 82, of a heart 
attack. 

Prior to the merger of the Krohn- 
Fechheimer Shoe Co. of Cincinnati into 
the U. S. Shoe Corp., he was a director 
of that company and had much to do 
in building up their line of shoes to 
national recognition. After leaving this 
company he joined the Ephrata Shoe 
Company with whom he was associated 
up to the time of his death. 

His passing was deeply felt by his 
host of friends in the shoe trade who 
made his office their frequent rendez- 
vous. He is survived by two sons and 
a daughter. 








BOOT AND SHOE RECORDER, March 20, 1937 


Wim GOING TO MARKET 





caused. 


Sales Dept.—223 W. Lake St, Chicago 





Boston—Lyman P. Gutterson, 42 Lincoin St. 
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RT AT IOP SPEEDO 
i, 


somewhat behind in filling your orders. We regret 
the delay, and express our sincere appreciation for 
the tremendous acceptance that Newflex Pigskin 
Innersoles are receiving. 

You have our assurance that we are doing all 
possible to meet this demand. Every effort is being 
made to keep you supplied. We are maintaining the 
fastest schedule consistent with efficient produc- 
tion, and hope that no serious inconvenience is being 


EDGAR S. KIEFER TANNING COMPANY 
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Frank L. Erskine 


Brockton, Mass.—Frank L. Erskine, 
former executive of the W. L. Douglas 
Shoe Company, died at his home in 
Brockton on March 11 at the age of 68. 
Until his retirement in 1926, he had 
been successively, advertising manager, 
a member of the board of directors, 
sales manager and secretary to the late 
W. L. Douglas until the latter’s death 
in 1924. 

Mr. Erskine was a high ranking 
member of the Masonic order and was 
active in the affairs of the Commercial 
Club of Brockton, the North Shore 
Country Club, and the Advertising Club 
of New York; the Thorny Lea Golf 
Club of Brockton, of which he was pres- 
ident; and the Old Colony Advertising 
Club, of which he also served at one 
time as president. Active in politics 
and city affairs, he had served as chair- 
man of the Brockton Republican Com- 
mittee and as a member, at various 
times, of the common council, city plan- 
ning board and school committee. 

He is survived by his widow, Mrs. 
Ida Erskine, and his mother, Mrs. 
Frances H. Erskine, both of Brockton; 
a son, Frank G. Erskine, of Albany; 
and a granddaughter, Lorraine Erskine, 
of West Bridgewater, Mass. 


Mrs. T. E. Murphy 


Boston, Mass.—The many sincere 
friends of T. E. (Tim) Murphy, one 








of the deans of the New England shoe 
traveling fraternity, are extending to 
him their sympathy in the loss of his 
wife, who died recently at the family 
home, 30 Vineyard Street, Newton Cen- 
ter. Mr. Murphy has been a salesman 
for many years, carrying the line of 
the Green Shoe Manufacturing Com- 
pany in Pennsylvania and New York 
State. 


J. Auguste Labrecque 


MANCHESTER, N. H. — J. Auguste 
Labrecque, 77, who operated a retail 
shoe store here for many years, died 
last week at his home in Bedford, after 
a long illness. A native of Canada, he 
had resided here 27 years, and was 
prominent fraternally. 





Open New Women’s 
Shoe Department 


SPOKANE, WASH. — Alexander’s, ex- 
clusive specialty shop for women, has 
opened a new shoe department in which 
a complete selection of individually 
styled shoes are carried. George Gunn, 
formerly a partner in Gunn & Critzer, 
Davenport Hotel shop, is in charge of 
the department which is located on the 
mezzanine floor. 

Miss Ann Walker, shoe stylist, ad- 
vises customers as to the correct shoe 
to accompany different costumes. 
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Bowling Shoes 
PROFESSIONAL 
BOWLING SHOES 


Men’s Women’s Oxfords 
$2.60 $2.50 5¢ less 





Combination Sole 
Right Foot 
Rubber Sole 
Ryebor Heel 

Ne. 240 ka 

Kubber Heel 

BROOKS SHOE MFG. CO. 

Swanson & Ritner Sts., Philadelphi: 


~s 
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Dancing Shoes and Taps 
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Pat. Tap Slippers 
IN rock 


omnsunk és ALSO LOWER GRADES 
70-72 N. 4th St. ee ae 














Celebrates 75th Anniversary 


Fort Mapison, lowaA— The Eitman 
Shoe Store, here, recently celebrated 
the 75th anniversary of its organiza- 
tion with an “open house” during which 
their Spring line was first shown to 
their customers. Free souvenirs were 
given to persons visiting the store dur- 
ing the “open house” on the date of the 
anniversary and the two following 
days. 

A full page ad announcing the oc- 
casion, was run in the local paper along 
with several of their new Spring shoe 
styles for men, women and children. 

The Eitman Shoe Store was founded 
in 1862 by William Eitman in partner- 
ship with T. W. Barhydt. The store is 
now owned by Clifton D. Green whose 
specialty is the correct fitting of shoes, 


~ 
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New Store Enjoys Increasing Sales 










Situated on an important business street of Boston, this new Treadeasy store has 
established itself as a shopping spot for women of this city. 


Boston, Mass.—Situated directly op- 
posite the historic Boston Common, 
this new Treadeasy Shop is playing 
an important part in building the 
prestige of this well-known line. Open 
less than half a year, this store is 
doing an ideal business. A curved 
glass front, tasteful color combinations 
in decoration both on the exterior and 
interior, and pleasant indirect lighting 
have done a great deal in making it a 


popular shoe shopping spot for Boston 
women. 

Coinciding with a national advertis- 
ing campaign in the rotogravure sec- 
tions of important newspapers, this 
Treadeasy Shop is also running a 
newspaper campaign of its own. The 
combination of newspaper advertising, 
decorative window displays and cus- 
tomer service is making this shop an 
important link in the Treadeasy chain. 





in which principle he believes thorough- 
ly and endeavors to satisfy his cus- 
tomers in the matter of foot health. 





Stores Combine 
Spring Openings 


MANCHESTER, N. H.—Local shoe re- 
tailers reaped their share of benefits 
from the three-day formal display of 
Spring styles sponsored by the Retail 
Merchants’ Bureau of the Manchester 
Chamber of Commerce, March 11, 12 


and 18. Previously designated as 
“Spring Opening Days,” this year’s 
event was heralded as “Manchester 
Swings to Spring.” : 

All the leading shoe retailers had 
their windows attractively arranged 
with their Spring lines and early re- 
ports showed business was better than 
in several years past. 

Firms which are showing and ad- 
vertising their Spring shoes include the 
Adams Shoe Store, D. F. Shea Shoe 
Store, Fred P. Chenette’s Shoe Store 
and the G. W. Dodge Shoe Co. 











Willing dollars, now earning noth- 


be made productive immediately 


COMMERCIAL FACTORS CORPORATION 
TWO PARK AVENUE, NEW YORE 


ing in your accounts receivable can 


through commercial factoring. 





COMMERCIAL 
FACTORING 
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Novel Idea in Spring 
Promotion 


Fort WoRTH, Tex.—Striplings De- 
partment Store in this city, used a new 
idea for this city in an advertisement 
of its men’s departments in the Fort 
Worth Press recently. The page ad- 
vertisement was a tie-up with the 
Spring membership drive of the local 
Junior Chamber of Commerce, and 
members of. this group posed for the 
pictures used in the advertisement, 
which was titled, “Men’s Clothing 
Springs to Life.” The photo devoted to 
the men’s shoe department showed a 
member with his feet on his desk, to 
display the shoes he wore. The shoes 
were.. described in an. accompanying 
caption under the photograph. 

This advertisement, with well-known 
young business men as the “actors,” 
created more interest in buying than 
the usual ads of just shoes and suits. 





Greenville Merchants Meet 


GREENVILLE, S. C.—The shoe retail- 
ers of Greenville met recently at a 
luncheon and decided to have a big ad- 
vertising edition March 14. A soft ball 
team is being organized. J. W. Bruce 
and W. E. Phelps were elected to head 
the organization, with Bob Lambert as 
secretary and treasurer. 





established himself at 739 Clinton Ave- 
N. Y., as a manu- 


nue, 


J. G. MENIHAN 


Rochester, 
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A Book Every Shoe Dealer 
and Salesperson 


Should Have! 


THE 
HUMAN 
FOOT 


ANATOMY, DEFORMITIES 
AND TREATMENT 


By DR. WM. M. SCHOLL 





This is one of the most complete books ever written on the 
subject of Anatomy, Deformities and Treatment of the Foot. 
Although it is scientific to the highest degree, it is so written 
and illustrated that any layman can readily digest it and put 
its teachings into daily practice. 


Partial List of Contents Renee, Metutaasals vy Jecienaes, 


Muscles and Tendons of the Foot, Arteries of the and Foot, Veins of th 

leg ond Foot, soggy Renae Nails, go Raatomy, Detormiies of the 
'0es, logy, rsalgi rton’ , 

Bunion, ivcntbens, Gout aa Othe r Joint Affectio ber = 7 





Nearly 700 pages. Over 
400 illustrations. Many 
anatomical illustra- 
tions in color. 


} THE SCHOLL MFG. CO., INC. 
} 213 W. Schiller St., Chicago 
; oo W. 14th St., New York 
‘ d me__......§copies of “THE 
Know More About : 7 ? 
The Feet jou ; oe FOOT” at $3.50 each. 
e 


Mail Coupon Now! city 





State 








J. G. Menihan Launches New 
Shoe Manufacturing Enterprise 


RocHestTer, N. Y.—J. G. Menihan, 
well-known shoe manufacturer, has re- 





shoes. Associated with Mr. Menihan in 
his new enterprise are his son Jerry 
Menihan, Jr., and Richard Menig who 
is factory superintendent. 

Mr. Menihan’s return to shoe manu- 
facturing was received with great en- 
thusiasm by his friends in the shoe in- 
dustry and by Menihan Arch Aid deal- 
ers throughout the United States. 

The factory is located in an ultra 
modern building, with plenty of day- 
light, and is one of the most modern 
plants in the western New York area. 
It is now operating at a capacity of 600 
pairs per day. 


Opens New Sample Room 


MILWAUKEE, WIS. — Gene Hammes, 
representing the Friedman - Shelby 
branch of the International Shoe Com- 
pany in Milwaukee and eastern Wis- 
consin, has opened a permanent sample 
room in the Wisconsin-Broadway Build- 
ing, Room 306A, in this city. 


Vincent Lewandowski 


MILWAUKEE, WIs.—Vincent Lewan- 
dowski, 76, widely known south side 
shoe merchant, died March 38 in a local 
hospital. Mr. Lewandowski had been 
in the shoe business on Mitchell Street 
since 1889. He is survived by a son 


facturer of high grade women’s welt and four daughters. 
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New Firm in Leather Field 


New York—Charles L. Pierce, who 
recently resigned from the American 
Hide & Leather Company to enter busi- 
ness on his own account, announces the 
opening of his headquarters at 2 Park 
Ave., New York City, under the name 
of Charles L. Pierce, Inc. Mr. Pierce 
plans to handle leathers and materials 
suitable for women’s and children’s 
shoes and accessories and will act as 
selling agent for the Verza Tanning 
Company. 





- 


she does always take such good care 
and accommodates any change that 
may exist. You see, the higher the 
heel you put on, the greater the foot 
strain because it isn’t, as I said before, 
it isn’t natural at your age and weight 
for you to wear high heels. 

The most important first thing that 
you should do is to try to continue and 
keep your feet as beautiful as you can 
because you have oftentimes heard the 
expression, “When my feet hurt I’m 
sick all over,” or “I’m so tired at the 
end of the day.” Wouldn’t it be a 
lovely thing if you could go through 
the entire day and walk up and down 
all these flights of stairs with perfect 
comfort and ease? 

CUSTOMER: It certainly would. 

SALESMAN: Well, now, that is 
what we are going to try to do for you 
and then when you want to dress up 
for evening we are going to suggest to 
you a little dressier pair of shoes— 
a pair of shoes with a higher heel, for 
when worn for short occasions they do 
no harm. 

Let me see. Oh, yes. I find here, 
too, did you ever notice that the sec- 
ond toe on your foot is longer than 
your great toe? 

CUSTOMER: Yes. 

SALESMAN: You see, that is some- 
thing we must take into consideration, 
too, in selecting the proper last and 
shape. I am going to ask you to do 
something that you may not want to 
do, but I am only going to ask you to 
do this because of the fact that I have 
one purpose in mind. You see, we 
have made quite a study of this foot. 
Feet are our hobby. We like them. We 
live with them all day and consequent- 
ly we have learned a good many things 
about certain shoes and certain shapes 
and lasts. In your case the lower the 
heel you wear, the more efficient and 
more comfortable you will be. 

So let us approach the situation from 
that standpoint. Let us try and make 
your feet as beautiful as we can and 
let beauty really assert itself, because 
you do have a lovely foot. 

I am going to suggest this shoe to 
you in this shape and heel height and 
in this size. May I say to you, too, 
Miss O’Hara, that I find you are wear- 
ing the incorrect size? Your shoes are 
too short for you. 

CUSTOMER: But I always wear 
that size. 

SALESMAN: Oh, yes. I realize 
fully and appreciate the fact that you 
have been wearing that size and that 
you may not think you need your shoes 
any longer, but after all, shoe size 
means nothing. That is only a stand- 
ard of measurement. What you need 
to do is to put shoes on your feet that 
will be comfortable and, of course, let 
your true foot beauty express itself. 

CUSTOMER: I certainly appreciate 
your suggestions, Doctor. 

MR, FAFLIK: I beg your pardon. 
You know, because of the fact that we 
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are so closely associated with feet and 
since the feet are a part of the body, 
we are called doctors. I would rather, 
Miss O’Hara, that you wouldn’t call 
me Doctor because I am not a Doctor; 
I am a shoe engineer, if you please. 


However, we have studied feet quite 
extensively and we do know the proper 
function of your feet and we know 
what position your feet must be in 
order for you to correct them and 
have proper balance. 


This shoe, Miss O’Hara, will serve 
you well and be quite comfortable. 
After you wear this shoe two or three 
or four weeks, we would appreciate it 
if you would just drop in for a check- 
up because we want to know how you 
are getting along. Then, too, we want 
to be very careful to be sure that this 
shoe isn’t running over and causing 
you any incorrect balance. 


So if you will just make it a point 
to come into our store whenever it 
is convenient for you, we will attempt 
to keep your feet in good, perfect bal- 
ance, 

CUSTOMER: I have trouble with 
low heels—standing on them. If I 
stand on low heels, the whole back 
of my calf of my leg pains me. They 
are not nearly as comfortable as a 
medium low heel. Despite all your 
theories, I am more comfortable in a 
higher heel. 

SALESMAN: I am so glad you 
mentioned that, Miss O’Hara, because 
once again the law of compensation 
that I told you about a few moments 
ago asserts itself. You see, Nature 
accommodates any changes that occur 
or exist in the body and, too, because 
of the fact that you have been wear- 
ing higher heels, she has changed and 
shortened the muscle, contracted the 
muscles of your calves to accommodate 
that particular change in the position 
of your foot. 

However, we do know that some 
people can wear higher heels to bet- 
ter advantage than lower heels be- 
cause of their particular type of foot. 
You know we classify feet into two 
divisions, one being the contracted 
type and the other the long, thin, flex- 
ible type. You, of course, happen to 
have the contracted type foot and it 
may be true that you cannot wear a 
low heel shoe with comfort, but I 
might say to you that if you would 
accept this lower heel shoe that per- 
haps after you have worn these shoes 
two, three or four months, you will 
be the happiest person because Nature 
again will assert herself and will re- 
adjust circumstances to accommodate 
this change. 

CUSTOMER: But then what will 
happen if I want to go out on a party 
some night and wish to put on a dress 
shoe with a high heel? Then I will 
be perfectly miserable! 

SALESMAN: Miss O’Hara, that 
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for Spring and Summer 


Open toe sandale—for Spring and Sum- 
mer wear—need these ankle high, tinted 
shoe forms. Women will see your new 
footwear exactly as will be worn on the 
feminine foot. 


Fairy Twinkle Toe forms give the open toe 
type shoes the proper display they need. 
In addition, Fairy Twinkle Toe forms, with 
their molded toes, rose tinted toe nails, 
and delicate flesh color, will do much to 
bring fresh beauty to your windows. 


Get set now for your Spring and Summer 
displays. Order Fairy Twinkle Toe forms 
now. They are exactly what you’ll need 
for the new lines you'll carry. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. e 


Fairy Twinkle 


Toe forms 
are made in both open and 
closed top models. They are 
also made for either high or 
medium heel sandals and 


For full information telephone the nearest branch office of 
United Shoe Machinery Corp. 


Licensed Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada will fit any 4B model. They 


have an adjustable device in 

















Northampton Paris Frankfort 
England France Germany the bottom to take care of 
Melbourne, Australia Mexico City, Mexico variations in width. 
isn’t true. You will be more comforta- is proven. Then you will become a an efficient job? Isn’t it true that he 





ble simply because of the fact that in 
wearing shoes such as these you will 
place your feet in perfect balance. Then 
you will release any possible pressure 
on the nerves and blood supplies of 
your feet. Consequently, I must again 
mention the law of compensation. 

You do have a definite reaction be- 
cause of the fact that you wear proper 
shoes and your feet can only become 
stronger and healthier, the muscles 
will become stronger, and consequently 
when you put on your evening, higher- 
heeled shoes you will be able to wear 
them with a great deal more comfort 
and ease and you will enjoy your eve- 
ning so much more. 

Mr. Faflik supplemented his demon- 
stration with the following: 

We must learn all that we can about 
posture, body balance, lasts, and their 
proper application and most impor- 
tant of all How To Fit Feet. Learn 
how to classify and to recognize the 
various types of feet—and know how 
to select the proper -lasts,. shape, size 
and heel height for each foot. 

And when we know all of these 
things and put them into action, 
PLEASE don’t set yourself up as one 
of the so-called “three-day doctors” 
and begin to give medical advice— 

Know these things from,.an engi- 
neering and scientific standpoint, and 


be sure that you know because no, 


good engineer accepts a fact until it 


recognized authority and command the 
respect of not only the professional 
man but the buying public as well. 

I should like to answer another ques- 
tion at this time. During the recent 
convention of the New York Retailers 
the question came up as to the limita- 
tion of the shoe fitter in analyzing and 
classifying feet and recommending 
certain lasts. 

May I say that there should be a 
limit placed on the shoe fitter who 
attempts to be one of these “three- 
day doctors” and who gives medical 
advice without the authority of a de- 
gree or license. 


At no time should a shoe fitter at- 
tempt to be what he is not. And 
NEVER should a shoe fitter usurp the 
cloak of any of the branches of thera- 
peutic medicine. But in the same 
breath and by the same token, if the 
shoe fitter has a true knowledge and 
knows that he knows and approaches 
his subject from a scientific and engi- 
neering standpoint, then it is his DUTY 
as a practical shoe specialist to serve 
—hbecause, that’s what we are here for, 
to serve and help our fellow-man. 

And no one has the .right to limit 
one’s expression or knowledge if it is 
true and sound and properly applied. 

Then, we ask, isn’t it reasonable 
that the scientific shoe-fitter must know 
feet and foot function in order to do 


must take the feet in his hands, ex- 
amine them carefully to determine the 
correct last and size for that foot, and 
measure it both in relaxed and ex- 
tended positions? 

And that means, too, that we shoe 
fitters cannot go on making the same 
mistakes that created this question— 
We must turn to science and knowl- 
edge for the true light and it’s high 
time that we accept this duty and 
did something to put shoe fitting on a 
higher plane. 

Why here in Illinois you have to 
have a license to shoe a horse. 

But in the shoe store—Oh, no— 
they’re dealing only with human be- 
ings, they’re not so important. Why, 
any person with a good line of chatter 
can get a job and pick up a measuring 
stick and begin to be a _ shoe-fitter 
without any training or knowledge of 
shoes per se. It seems to me that we 
have been putting shoes, sales, and 
profits ahead of feet, rather than feet 
first, then shoes, and correct scientific 
fitting. 

With this kind of service and only 
this kind of service should you and I 
derive profit from our business. And 
speaking of profits we all like them 
and need them, and I believe that the 
way we can obtain a greater share of 
the national spending and income is 
by spreading the gospel and teaching 
people how to walk, and be healthy. 
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SALESMAN WANTED 


LINE WANTED 


MERCHANTS’ NEEDS 








To Shoe Salesmen 


Who have continuous profitable sales 
records with department stores to sell 
a $4.00 line of women’s styled corrective 


shoes. 
If you can qualify, we have a very de- 
sirable proposition. 
Please give full details in first letter. 
Address F 270 care 
BOOT & SHOE RECORDER 
239 W. 39th Street, New York, N. Y. 















SALESMAN wanted to carry line of slippers, 


comfort shoes aad gente. Marbach Shoe 


& Slipper Co., 





SIDE line salesmen wanted by manufacturer of 
Men’s Spats, liberal commission—easily and 
auickly presented. Address F-266, care Boot & 
Shoe Recorder, 209 So. State St., Chicago, Til. 





W ANTED—Salesman to carry side line of 24 
samples of ladies’ corrective arch support 
shoes. State age, experience, territory, and 
lines carried. Address F-287, care Boot & Shoe 
Recorder, 209 So. State St., Chicago, Ti. 


TRAVELING Indiana :—Rubber 
Want small compact side line. 

care Boot & 
Street, New York, 


Foot wear— 
Address F-283, 
Shoe = een 239 West 39th 





A 


sive salesman now covering Idaho, 


these states. Excellent reference. 


THOROUGHLY experienced and aggres- 

tah, 
Montana, Wyoming and Colorado, would like to 
secure style and sport line of women’s shoes for 
Write Alien 
B, Samsel, 168 3rd Street, Idaho Falls, Idaho. 





and Washington. 


commission basis. 


WANTED: Good line of men’s Union made 
work shoes for Northern California, Oregon 
Have established account, 
Address F-285, care Boot & 
Shoe Recorder, 239 West 39th Street, New York, 
Mkt 




















WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 





EXPERIENCED salesmen with established 
trade in the territories listed below, are 
wanted by a nationally known in stock house fea- 
turing men’s welts also women’s novelty and 
welt types in the popular priced selling grades. 
In applying give references, age, and amount of 
road experience. No. 1—Tennessee, Kentucky 
and Missouri, No. 2—Illinois and Indiana, No. 
3—Ohio and W. Virginia, No. 4—Michigan. 
Address F-282, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


SALESMAN wanted for Work Shoes, Chil- 
dren’s, Misses’ prewelts, sticthdowns, stouts’ 
shocs. Poloner Shoe Company, 110 West Broad- 


way, New York. 








WANTED TO BUY 





SRoe Seore or onal Gale és women" s stores 
Addréss 


Chicag s. 
F286, care ¢ Boot. a: Shoe ms 209 S, State 
. Chicago. 





LINE WANTED 





ESTABLISHED traveler desires make change 

to reputable manufacturer ladies’ shoes cur- 
rently covering Pacific Coast but consider larger 
territory, known throughout country. Finest 
references, best following, exceptional entree to 
all classes; consider had first class, aggressive 
organization w ger opportunities for abil- 
ity can be developed; ‘capable of styling line if 
necessary and producing volume. Address F-284, 
care Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. ¥. 





WE BUY 
Entire or Surplus Wholesale and nee 
Stocks. Also Branded Shoes such 
ey Florsheim, Enna-Jettick, Vital. 
iw. Arc rver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 
IRVIN BUBIN 
“The House of Jobs” 
89 Reade St» Cor. Chureh 


Phone Barclay 7-788 New York City 








Buyers of Surplus Stocks 


on? will buy surplus or ate am 


QUANTITY NOC OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St, New York 


Phone WOrth 2-5377 and 5378 




















Barney. Coens Take 
Owego Shoe Co. Line 


Cuicaco—Barney Coens has taken 
over the Owego Shoe Company line of 
women’s shoes, welts and Sbbica, for 
Illinois, Iowa, Wisconsin and In 
Barney formerly represented Vogel- 
Patton Shoe Co. in Illinois, and has a 
host of friends in the four states he 


will cover. 











THE ORIGINAL 


Shoe Shrinking Devices. 
DO NOT BE MISLED 
by patent warning notices. 
We own Patent No. 1990142 














Roller type device 














$18.50 






These shrinking devices enable you 
make all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
fullness from around the 
of shoes, gem eed 
sib ing at the heel 
ping at the sides, and 
removing wrinkles 
from = uarters, vamps, 
and linings. ‘These de- 
vices when used with 
our specially prepared 
fluids, which are scien- 
tifically necessary, 
shrink fullness from 
leathers or fabrics with- 
out harm to either. 
























Curved type iron 
Send your order or write for detail in- 
formation. 


Special combination offer $25.00 (flulds in- 
cluded in above prices) f.o.b. indianapolis, 








E. C. SMELTZER CO. 
(21 E. 65ist Street, Indianapolis, Ind. 





















Boston Boot and Shoe Club 
Meets 


Boston, Mass.—An issue that: now 
is engaging the attention of the entire 
nation, namely, the attempt by Presi- 
dent Roosevelt to have legislation 
enacted by this session of Congress 
giving him the power to name new 
members of the United States Supreme 
Court, will be discussed at the next 
meeting of the Boston Boot and Shoe 
Club, to be held at the Boston City 
Club, Wednesday evening, March 24. 
A halSdour reception will precede the 
dinner, which will be served at 6 P. M. 

The speaker who will discuss the 
subject of the Supreme Court is Edward 
H. Whiting, of Boston, the well-known 


editorial columnist and commentator. 































mum charge, 75 cents. For all 


address should be 
Classified ad 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all i eemeraret | advertisements. Mini- 

all other classified advertisements the rate is 7 cen 

When a box number is desired twelve words should be added for the address. 

The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
vertising is payable in advance. 


ESF" Advertisements for this page must be in our New York ‘office on Friday of the week preceding publication. “™5q 






Minimum charge, $1.25. 
gy yn er ee 
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4133 OLIVE ST. 





WHAT THE SHOE MANUFACTURER HAS BEEN WAITING FOR 


Transparent white soil proof for kid, calf or elk, applied 


before cutting (no brushing). 
room with No. 1 cleaner and dressed with No. 10 wax 


polish. Samples or demonstration on request. 
Also Colorless Dressing, Sole Bleach, Shank Ink, Fabric Dressing, Insole Stiffener, Upper 
Leather Softener, Upper Leather Edge Ink, Concentrated Cleaner. 


LOFTUS MANUFACTURING & SUPPLY CO. 


Washed off in packing 





ST. LOUIS, MO. 








AGENTS WANTED 





AGENTS WANTED 








enthusiastically received by best trade. 





UNUSUAL PROFIT OPPORTUNITY 


Shoe Findings Concerns and Regional Agents enjoying confidence and good-will of 
the Shee Manufacturers in their territories wanted for sensational patented 
NEW GENUINE LEATHER HEEL 
Good territories still open. 
Address F 288 care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 











Indiana Travelers Meet 


INDIANAPOLIS, IND.—AI] officers were 
reelected at the regular annual business 
meeting of the Indiana Shoe Travelers’ 
Association in the Hotel Washington, 
Saturday, March 13. 

Officers are: C. I. Slipher, president; 
Fred Naegele, first-vice-president; Joe 
Warrender, second vice-president; E. 
C. Smeltzer, secretary-treasurer, and 
A. F. McCord, assistant secretary. All 
are residents of Indianapolis. 

Named to the advisory board were: 
G. L. Tovey, C. A. Partee, H. Stuart 
French and Charles Grossman of In- 
dianapolis, and A. P. Jones, of Mt. 
Sterling, Ky. 

Directors elected were Howard 
Beals, of Noblesville, Ind.; Leo Hersh- 
man, of Tipton; George Hewitt, F. M. 
Brown and E. P. Bayless, the latter all 
of Indianapolis. 

A sectional membership and good 
will committee is composed of George 
Moore, Spencer, Ind.; Ed. Steele, Terre 
Haute; George Hickox, Ft. Wayne; 
Herman Drefus, Chicago, Ill., and R. 
A. Bowman, Richmond, Ind. 

The sports committee is composed 
of Lewis Stern, Louisville, Ky.; George 
Sanberg, Chicago, Ill.; George Senn- 
hauser, William Ratcliffe and Clarence 
Dean, all of Indianapolis. 

The association voted to hold its 
1938 convention and annual Shoe 
Buyers’ Week in the Claypool Hotel, 
Indianapolis, Jan. 19, 20 and 21. 


N. Y. Shoe Mfrs. Hold Annual 


Election Meeting 


NEW YoRK—The annual meeting of 
the Shoe Manufacturers’ Board of 
Trade of New York, Inc., was held in 
the Hotel McAlpin on Tuesday evening, 
March 9. Morgan Grossman was 
elected president with Julius J. Pincus, 
vice-president; Samuel J. Meyer, sec- 
retary, and Simon Goldstein, treasurer. 

Elected to the Board of Directors 
were Andrew Geller, Michael A. Mil- 
ler, Philip’ Weinstein, Herman Delman, 
Emanuel Grossman, Michael J. Wolf 
and David S. Cohen. 

Following the election of officers, 
Mr. Grossman appointed members to 
the various committees. On the labor 


board, J. P. Troxell was appointed 
chairman, with Andrew Geller, Eman- 
uel Grossman, Julius J. Pincus, Samuel 
J. Meyer, Michael A. Miller, Michael 
J. Wolf, Emil Garafalo and Philip 
Weinstein making up the committee. 
Herman Delman was appointed chair- 
man of the publicity committee, as- 
sisted by Arthur Tupper and Herbert 
Rauh. On the budget committee, 
Michael J. Wolf was appointed chair- 
man assisted by Simon Goldstein and 
Philip Weinstein. Simon Goldstein 
was appointed chairman of the mem- 
bership committee assisted by Julius 
J. Pineus,” Andrew Geller and David 
S. Cohen. A new activities committee 
was also appointed, headed by Samuel 
J. Meyer, chairman, and Robert Geller, 
Philip Weinstein and Louis Fisher 
assisting him. 

New members received into the or- 
ganization during the past year in- 
cluded Tupper, Inc., Continental Shoe 
Co., Beker & Friedman, Inc., S. Rauh 
& Co., Garafalo Bros., Shoe Co., Inc. 


Canton Retailers 
Elect Officers 


CANTON, OH1I0—Ralph Shuter, man- 
ager of Nisley Shoe Store, 417 Market 
N., was elected president of the 
C.S.R.A. at the annual election held 
late last month during the dinner 
meeting at the D.&E. Restaurant. He 
succeeds Phil C. Fleischer, of the 
Fleischer Shoe Co., 122 Market N., 
retiring president. Jack Brady, of the 
Bon Marche Company, 421 Market N., 
was made vice-president, taking the 
place of A. A. Smith, of Halle Bros. 
Co., 624 Market N.; George Spanagle, 
of the Friendly Shoe Store, 128 Tusc. 
W., was reelected treasurer, and Amos 
M. Hensley, of the C. N. Vicary Co., 
312 Market N., was elected secretary 
of the club, replacing A. Minster, of 
Nobil Shoe Co., 208 Tusc. E. 

On the Board of Direetors are David 
E. Border, Phil C. Fleischer, Abe Min- 
ster, Fred Day and Newton Kight. 
The entertainment committee includes 
Walter Olsen, Glenn Millar, and David 
E. Border. 

In his acceptance speech President 
Shuter indicated that the organization 
was only a year old and had made 





MERCHANTS’ NEEDS 








Service Your Customers’ 
Fitting Needs 


DUNDE 
Shoe Re-Shaping Device 


Feet having individual 

requirements, some ad- 

justments are necessary 
to provide proper fitting. If YOU 
don’t make them the customer is dis- 
satisfied. Dunde Shoe Re-Shaping 
Devices help you to service your shoe 
sales. They are your easily operated, 
economical, merchandising instru- 
ments. With them you will create 
customer confidence in your stere. 
You can now buy the complete combination, 
machine and hand iron, for $35.00 on these 
easy terms: $5.00 down and $5.00 a month 
for six months. 


DUNDE 


SHOE RE-SHAPING DEVICES, 
Republic Bidg., 209 8. State St. 
Chicago, Ill. 


INC. 





SHOE STRETCHER 


VAMP RAISER and LENGTHENER 


Should be in every shee store. Relieves and permanently 
corrects tight- shoes. 

tip. Coanthent toy thar Shoes, meee sand Toughest 
Faber at atieatle Peeeheusa meyuners® ata 
your order direct te us. 


$5.00 COMPLETE — vith 2.ziz0 
NU-WAY SHOE STRETCHER CO. 
Duncan Ave. St. Louls 





splendid progress the first year. He 
asked for the full cooperation of every 
member of the C.S.R.A. in an effort 
to make it an outstanding retailer’s 
organization. President Shuter an- 
nounced the next dinner meeting will 
be March 25, and urged all shoe men 
to endeavor to bring new members. 
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Spring Ads Glorify 
New Shoes 


[CONTINUED FROM PAGE 32] 


Avenue, tell their customers that “fit- 
ting children’s feet is one of our daily 
pleasures. It’s lots of fun to put good 
shoes on the feet of those bright little 
youngsters who are brought to our 
shop every day! And we’re extra hap- 
py when a pair of Muscle Builder 
shoes are selected. For this is the kind 
of a shoe that will let the child stand 
straight, walk straight and prevent 
pronation or ‘weak foot.’” 

One of the most interesting adver- 
tisements we have seen to date featur- 
ing a new style was published by Saks 
Fifth Avenue in the Sunday New York 
papers March 7, announcing “The Illu- 
sion Sandal,” which this store calls 
“the first shoe to feature the new wing- 
like line. Illusion mounts the instep,” 
the description continues, “sheathes 
the front of the foot and curves deli- 
cately away to nothing at the heel. A 
finely bred shoe, Illusion is available in 
a variety of materials for evening and 
daytime, resort and town.” These in- 
clude suede and gabardine for day- 
time, flowered burlap or buckskin for 
resort wear, lacquered satin or pebble 
crepe for evening. Prices range from 
$15.50 to $18.50. 

This Spring has witnessed the usual 
number of “shoe sections” and news- 
paper promotions, in which the papers 
cooperated with retailers by devoting 
space to an editorial presentation of 
the Spring styles. One of the most 
attractive that has come to our atten- 
tion appeared in the Sunday New 
Orleans Item-Tribune of Feb. 28. A 
page of illustrations, showing large 
size cuts of interesting shoes and a 
feature article by Jane Sanderson con- 
stituted the editorial tie-up for a group 
of attractive ads from various New 
Orleans shops. 

“With the Mardi Gras behind us, 
can Easter be far ahead?” asks Miss 
Sanderson. “Certainly the shoe stores 
of the city have anticipated every 
whim and wish that we can hope for 
this glorious Spring. . . . One for- 
tunate thing about an early Spring 
is that one doesn’t have to wait to 
satisfy a desire to step out in new 
glory.. The weather is all that one 
could ask and ditto for the Spring 
shoes assembled in our New Orleans 
shops. Quite appropriate to tackle this 
Easter fashion problem right at its 
foundation, particularly when the 
foundation is as exciting as the shoes 
we find today.” 





Joseph Kaplan on Trip 


Boston, Mass.—Joseph Kaplan, pres- 
ident of the Colonial Tanning Company, 
Inc., recently spent a week in the Ohio 
territory, calling on the trade with 
Walter Cost, Colonial representative in 
that field, 








- 
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A cemented shoe is only as good as the 
cement which holds it together. Be sure your 
shoes are bonded with Compo Cement 
formulated exclusively for Compo Shoes by 
the du Pont Company. 


Yes! Greater comfort! Because the shoe is an exact dupli- 


cate of the last. Welt, sole and upper are bonded inseparably 
as a single unit. The sole is attached while the upper and 
welt are still tight on the last. That’s why Compo Welts 
conform perfectly to the last measurements and guarantee 
perfect snug-fitting shanks. Then there is the comfort of 
greater flexibility. All that comfort—plus the untold com- 
fort of knowing that your shoes have 


the fine characteristics of custom foot- © M p 


wear—and no “peely” soles. .. Compo TRADE MARK 


Shoe Machinery Corp., Boston, Mass. WELTS 
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3662—White Side Front 
Strap Sandal, 19/8 Con- 
tinental Heel, Cempro 
Construction. Sizes 3/9. 

$1.45 


3661—Same with 15!/,/8 
Cuban Heel. 


~ eS 


3537—Girls’ White Side 
Front Strap Sandal, 10/8 
Leather Heel, Cempro 
Construction. Sizes 3!/5/8. 


3533—Same in Misses _— __ 3663—White Side Monk 
with 8/8 heel. Sizes “2. ee SES, ec Side Strap Sandal, 15!/./8 
12'/,/3 Vi fee ee a Cuban Heel, Cempro Con- 

> “eo ~ struction. Sizes 3/9.$1.45 


ee apn ae 


3639—White Side Front 
Strap Sandal, 13!/./8 Cu- 
ban Heel, Cempro Con- 
struction. Sizes 3/9.$1.45 


aso 


Se eee 


acetal 








NEN DICOTT, NY. 
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SWEET SIXTEEN SELECTS 


ENDICOTT JOHNSON’S STYLES 


for Spring 


There's a certain something in a shoe that makes it a 


popular favorite at once with the younger set. 


That something is Style—and it's with style as a most 
important factor that Endicott Johnson has created this 


smartest of lines for Spring and Summer. 


White Sandals and Oxfords that are most flattering to 
youthful feet. Models that the girls will definitely want for 


school and for almost every other occasion. 


Give these shoes a prominent place in your first Spring 
display. They'll attract the younger set to your store and 


help make a more profitable season for you. 


3229—Girls' White Elk Oxford, Nickel 
Eyelets, 10/8 Leather Heel, McKa 
Construction. Sizes 2!/,/9... .$1.32l/2 


3536—Girls’ White Side Oxford, 10/8 
Leather Heel, Cempro Construction. 
MN WOO cos to a oc eones $ 


1702—Girls' White Elk Front 
Strap, 10/8 Rubber Tap Heel, 
McKay Construction. Sizes 


1703—Same in Misses with 8/8 
Heel. Sizes 12!/2/3.. $1.17 


1700—Same in Patent, Sizes 


1701—Same in Misses, Sizes 


2013—Girls' White Side Ox- 
ford, 11/8 Leather Heel, Good- 
year Welt. Sizes 3/9. ..$1.60 


IN STOCK 


sensereere 





ST. LOUIS, MO, 
NEW YORK CITY 


ORT EERSTE SCS 


eee a 


hapsaues 


—— 


a ee 
- PPT SATA Rs a OS I ON Dele Ta 
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Plus Features mean Plus Profits in 
GOODRICH VERILITE RUBBERS 





HAT features do people want most in 

rubber footwear? By carefully finding out 
the answers to this question, Goodrich has al- 
ways been able to supply its dealers with a line 
of footwear that se//s customers because it meets 
their demands. 

Goodrich Verilite Rubbers, for instance, assure 
perfect fit, because one size fits a variety of widths, 
toe shapes and sizes of shoes. Moreover, lighter 
weight, flexibility, and more dressy appearances 
provide added sales appeal in this pop- 
ular line. ~ 

Remember, too, that Goodrich Veri- 
lites simplify your stock problems... 
save you money on inventory as well as 
earn you profits on increased sales! 






















A COMPLETE LINE TO ANSWER 
EVERY CUSTOMER’S DEMAND 








B. F. GOODRICH COMPANY 


Footwear Division 
Watertown . Massachusetts 





Heavy-duty 
footwear o} 


all kinds. 





Branches at: Atlanta, Ga.; Baltimore, Md., Boston, Mass.; 
Chicago, Ill; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los An- 
geles, Calif.; Minneapolis, Minn.; New Orleans, La.; New 
York, N. Y.; Philadelphia, Pa.; Pittsburgh, Pa.; Provi- 
dence, R. I.; St. Louis, Mo.; Salt Lake City, Utah; San Fran- 
cisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 




















BOOT AND SHOE RECORDER, March 27, 


What does the Health Spot Shoe 
Franchise mean to you? 


ENGINEERING 
Enters the Shoe Store 
.... asa basis for 
making money thru 


SERVICE 


Seven people out of ten in your 
trading radius suffer with some 
form of foot trouble. They walked 
into it in wrong shoes—they can 
walk out of it in right shoes. 


This is the shoe retailer’s 


GOLDEN OPPORTUNITY! 
HEALTH 


have been created after years of 
scientific research to straighten up 
weak feet and to get at the basic 
cause of all foot troubles. 


With the Health Spot Shoe as a 
profitable mark-up unit, plus dealer 
training schools, modernized store 
fronts and interiors, budget control 
and store finance . . . Health Spot 
Dealers enjoy an ever growing cli- 
entele of repeat customers, earned 
through rendering a valuable pub- 
lic service in correcting weak feet. 


A few franchises for exclusive 
Health Spot Shops are available in 
certain cities in the United States 
with a population of 25,000 to 
100,000. 


SPOT SHOES — 


1937 


en 
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HEALTH SPOT SHOES 


tt kt Oh 
most 

















Supplemented with the 
educational window  dis- 
plays as_ backgrounds, the 
standard Health Spot window 
is a vital factor in creating a 
professional atmosphere which 
serves to build confidence and 
brings window shoppers into the 
store practically sold. 


MUSEBECK SHOE CO. 


DANVILLE, 


'LLINOTES 











we aad 
woe} 
= 
> 


























STANDARD HEALTH SPOT SHOP 
WINDOWS AND FRONT 


SUGGESTED FLOOR PLAN FOR 
STANDARD HEALTH SPOT SHOP 
INTERIOR. 










_ 





BOOT AND SHOE RECORDER, March 27, 1937 


ROUND OUT 






YOUR SLIPPER 







STOCK FOR 







SPRING 





AND SUMMER 


Sr PO oe ee eee 











(A) 60928 — White (8) 70228—The Lolla- Be prepared to thoroughly service and com- 
CraftexSandal.Stocked bye. Stocked in Black 
in AAA to B Widths. Satin and in White pletely satisfy every woman's slipper needs 


. Satin, AAA to C 
 aeegs papas Widths. Price $3.15 this Spring and Summer. Be certain you have 


material with Daniel (0) 70246—The Duch- sufficient variety—from the popular "Comfy", 


Green and is much ess. Satin afternoon Saal fue teilliad wr lines to th sat. 
more durable than lin; 444 cemi-formal slip. 80 ideal for travel or home wear, to the spright- 


en. Price $3.55 : ° 
per.” Stocked in Black jy cotton prints for casual afternoons and 
and in White, AAA to 


(C) 60946—Sandal of a : . 
cotton’ print. Stocked 6 Wiens. | Poe are Svonmgs. 


in AAA to B Widths, (F} 20110—The new 
16/8 heel. Price $4.15 women’s Comfy Trav- Daniel Green is ready to supply you with slip- 


eler with new type of 2 4 
(E) 70247 — The Tiffin. case, ma re of ka pers and sandals you can immediately convert 


An afternoon slipper. Stocked in whole sizes, © . ‘ 
Sieihad ote Mes CMa ta Sceke into handsome returns. Get in touch with our 


and in White Satin, Flame, Ocean Green, _ nearest sales office for a complete review of 
AAA to B Widths, Turquoise Blue, Flame- 


16/8 heel. Price $2.95 Black. Price $2.65 our new Spring and Summer lines. 


THE DANIEL GREEN CO. 


DOLGEVILLE, NEW YORK 
Sales Offices: New York + Chicago + Boston 
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HOW TO PROTECT YOUR PROFITS ON 


WATERPROOF FOOTWEAR IN 1937 


The advantages that accrue to the merchant who places Advance 


Orders for BALL-BAND Waterproof Rubber Footwear this year are 
so important that they can very easily make the difference between a 
fair and an unsatisfactory profit on his protective footwear business 
for the year. Here are three of the profit protecting advantages gained 


through early orders. 








PRICE 


PROTECTION 
e 


Advance Orders for BALL- 
BAND Waterproof Rubber 
Footwear placed with us 
now for shipment between 
April 15 and October 25 
protect you against the pos- 
sibility of higher prices on 
the quantity of such goods 
im your order. Advance 
orders already placed indi- 
cate that many merchants 
feel this price protection is 
especially advisable this 


year. 





LONG 


DATING 
® 


On all such Advance Orders 
for BALL-BAND Water- 
proof Footwear the bill will 
not be due before December 
1, 1937 with cash discount 
of 4% for payment on or be- 
fore November 10. This 
long dating enables you to 
place Advance Orders with- 
out tying up your capital in 
advance of the Fall rubber 
season. On all other orders 
for BALL-BAND Water- 
proof Footwear the terms 
are 60 days net less 4% for 
payment in 30 days. 





EARLY ORDER 
DISCOUNT 


On all such Advance Orders 
for BALL-BAND Water- 
proof Rubber Footwear you 
get a 3% Early Order Dis- 
count from list prices. Us- 
ing list prices for figuring 
your selling prices, this 3% 
Early Order Discount can, 
under ordinary circum- 
stances, increase your net 
profit 25% to 50% or even 
more. And you get this 
extra net profit without any 
risk whatever. 








@ Our salesmen will be glad to explain other profit opportunities we 


are offering in 1937, in addition to these extra profits and more certain 


profits that are to be gained by ordering BALL-BAND early. It will 
pay you to hold your order until you get the whole story. Write us if 


you want to see samples at once. 
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OLD IDEALS WITH NEW IDEAS 


For nearly half a century Florsheim has been discovering, developing and pioneering 
advances in the manufacture of footwear. During that time we have maintained 
ideals which are today’s standard in the industry. Florsheim Shoes for Women were 
born in that tradition—they live up to our nearly fifty-year-old ideals but they add 
new ideas of their own. And because they're Florsheims they are the fastest growing 
line of women’s quality shoes in America . . . are destined to hold a dominant place 
in their field. Far sighted dealers realize these facts—are building their women’s 
business on this foundation—that's why they're featuring America’s finest daytime 


footwear, Florsheim Shoes for Women. 


TO RETAIL AT S$ P50 ant s/O)s0 


e 
I nN 5 i 0C. k e THE POMPADOUR, W-338, IN BLACK GABARDINE TRIMMED 
WITH BLACK KID; ALSO IN BROWN, BLUE AND WHITE. 





1937 


FLORSHEIM SHOES ror WOMEN 





